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I feel that too often people live their lives backwards: they try 
too hard to earn lots of money, in order to own more ‘things’ 
and do more of what they want, so that they will be happier. I 
believe it actually works the other way around: you must first 
be who you really are, then do what you love, in order to have 
what you want. 
~ Edward James Hallam ~ 
 
 
 
“If you enjoy what you do, you'll never work another day in your life.” 
~ Confucius ~ 
Chinese philosopher 
 
 
 
“To handle yourself, use your head; to handle others, use your 
heart.” 
~ Donald Laird ~ 
American psychologist 
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ABSTRACT 
 
In an intensely competitive retail market, keeping consumers satisfied has 
never been more important than currently. Retailers need to understand how to 
satisfy their customers in order to enhance their appeal and increase consumer 
loyalty. Globally people’s lifestyles are changing rapidly. Advances in 
technology, more flexi-time of customers, and the many other social and 
economic changes affecting family and home life are some of the reasons why, 
specifically in the Fast Moving Consumer Goods (FMCG) industry, it is 
important to act fast to service customers. 
 
In South Africa, there is indication of strong competition between the most 
dominant firms’ in the FMCG market, which include Pick ‘n Pay Holdings 
Limited (23.8%), Shoprite Holdings Limited (23.8%), the Spar Group Limited 
(14.9%), and Woolworths Holdings Limited (9.0%). As a result, it is 
unmistakable that in order for FMCG firms to grow and survive in the constantly 
changing, and competitive retail environment of South Africa, they must have a 
clear understanding of consumer’s expectations, as well as their actual 
shopping experiences. As stated, service quality for retailers of FMCG is of 
utmost importance to their level of success and ability to successfully cater for 
the market’s needs. Closely linked to this, is the focus of this study, namely to 
investigate consumers’ perceived levels of product quality, as well as the overall 
level of satisfaction experienced by customers.  
 
The purpose of this analytical research project is twofold: Firstly, to empirically 
test the hypothetical model and the associated hypotheses (as phrased in 
Section 1.4) by using confirmatory statistical techniques. Secondly, based on 
the findings of the research, to craft appropriate retail marketing strategies 
within the FMCG market that are suitable for implementation to address 
potential mismatches (gaps) of perceived product quality and consumers’ 
satisfaction. By the crafting of appropriate retail strategies, the potential to 
develop the FMCG industry in South Africa will be enhanced.  
(xv) 
 
Given the purpose and nature of the research in question, a positivistic 
research paradigm was adopted. The utilization of a Likert seven-point scale 
enabled primary data to be sourced from 301 consumers’ (respondents), who 
shared their perceptions on the expectations and actual experiences about the 
product quality of FMCG in South Africa. 
 
The statistical analysis of quantitative data comprised seven distinct phases. 
Firstly, the data was subjected to a confirmatory factor analysis to validate the 
measurement model by assessing the construct (convergent, discriminant and 
nomological) validity of the pre-specified (predicted) factors. Secondly, the 
reliability (internal consistency) of the research instrument was assessed by 
means of Cronbach alpha reliability coefficients. This phase was followed by a 
multiple linear regression analyses which were used to test the impact of 
independent variables on the intervening variable. In order to test the second 
set of hypotheses (null and alternative hypotheses dealing with consumers’ 
expected product quality and their actual experiences) matched paired t-tests 
were utilized. Additionally, mean scores and relative percentage ratings on 
consumers’ expected and perceived product quality levels were also calculated 
and interpreted. Finally, bivariate linear regression analyses were used to test 
the third set of hypotheses (impact of consumers perceived product quality on 
consumers overall level of satisfaction).  
 
The findings of the multiple linear regression analyses required that the 
hypothetical model be reconstructed. Two variables were removed from the 
hypothetical model, namely, ‘South African culture’ and ‘service promises’. 
 
The findings of the matched pair t-tests show that significant statistical 
differences do exist between the ‘expectations’ and ‘actual experiences’ of 
consumers’ perceived product quality to support the hypothesis H3.A, namely: 
“There are no perceived differences between consumers’ expectations and 
their perceptions (actual experience) of product quality”. Besides the matched 
pair t-tests, further descriptive statistical analyses were also performed to 
(xvi) 
assess the magnitude of the “gap” between expectations and actual 
experiences of consumers on South African FMCG product quality, such as the 
values for Cohen’s d and relative percentage ratings. The findings reveal that 
the consumers’ were not completely satisfied with their actual experiences.  
 
Three sets of conclusions and recommendations were identified for this 
research. Firstly, conclusions emanating from secondary sources on product 
quality and consumers’ satisfaction literature were provided, such as consumer 
satisfaction is seen more as a psychological state, which reveals an overall 
feeling of consumers’ purchase and consumption experience with FMCG. 
Secondly, the conclusions linked to the interpretation of the empirical findings 
revealed significant statistical differences between the expectations and 
perceptions (actual experiences) of consumers’ on perceived product quality. 
Finally, recommendations on relevant FMCG retail marketing strategies can be 
grouped into five domains:  
 
 To build customer-led firms which adhere to the principles of true marketing 
orientation where the focus is on consumers and their needs and wants.  
 Identify and clearly define the FMCG market in South Africa which comprises 
different market segments that are of great importance for the retail firms.  
 The decision on a proper positioning strategy entails the choice of the target 
market segments, which will determine where and how the FMCG firm 
competes and the choice of differential advantages.  
 Retailers should apply suitable marketing strategies to benefit optimally from 
their FMCG retail marketing strategies.  
 A sound feedback system is a necessary component in the strategic marketing 
plan to obtain proper feedback that would contribute to the “management by 
exception” principle. It further will facilitate performance evaluation of product 
quality and service delivery, as well as and enable corrective actions to be 
taken in the case of deviations from the norm.  
KEY WORDS: Product, Quality, Product quality, Satisfaction, 
Fast-moving-consumer-goods (FMCG), Consumer, Service 
(xvii) 
 
quality, Marketing, Retail marketing, Strategic management, 
Marketing strategy, Perception, Previous experience  
  
CHAPTER ONE 
   INTRODUCTION AND PROBLEM STATEMENT 
 
1.1 INTRODUCTION AND BACKGROUND TO THE RESEARCH 
 
In an intensely competitive retail market, keeping consumers satisfied, has 
never been more important than currently. Retailers need to understand how to 
satisfy their customers in order to enhance their appeal and increase consumer 
loyalty. Globally, people’s lifestyles are changing rapidly. Advances in 
technology, more flexi-time of customers, and the many other social and 
economic changes affecting family and home life are some of the reasons why, 
specifically in the Fast Moving Consumer Goods (FMCG) industry, it is 
important to act fast to service customers.  
 
The FMCG market can be divided into four major consumer categories, namely; 
Food, Toiletry, Household, and Health categories (FMCG & Retail Report 2008). 
Consumption patterns within these sectors have been affected by population 
migration, unemployment, crime, HIV/Aids pandemic, a deteriorating exchange 
rate, increased relative expenditure on services, cellular phones, the decline in 
the relative prices of durables compared with non-durables, and the changing 
disparity in income levels (Lamberti 2005). According to Lamberti (2005), over 
the past few years these factors have contributed to the evolution of a new 
South African consumption profile, with sufficient evidence that upper, middle, 
and lower income customers are altering their patterns, rates, and modes of 
retail purchasing. It is thus imperative that FMCG retailers in South Africa 
acknowledge variations in terms of customer preferences, categories of 
products and services required, and expenditures on the product items or 
groups of product items in question (ACNielsen 2005).  
 
 
-2- 
Despite the HIV/Aids pandemic and high levels of unemployment, each FMCG 
category is experiencing growth, showing high annual increases in South Africa 
(Beall, Crankshaw, and Parnell 1999). The past few years has seen a growing 
trend for the FMCG industry to expand increasingly into the convenience 
shopping market. This shift has been driven by two key factors: shoppers’ 
demand for greater convenience in shopping hours and shopping destinations, 
as well as the reducing price of value-added items such as ready-to-eat or 
part-prepared meals (Monteith 2007).  
 
According to Monteith (2007), traditional shopping has been replaced by weekly, 
and even more frequent shopping excursions. Consequently, consumers are 
placing exceptionally high importance on the brand of the stores from which 
they buy (Çelen, Erdoğan, and Taymaz 2005). Monteith (2007) also suggests 
that consumers look for store-brands they can trust to assure them high quality 
products and good accessibility in terms of location and hours. These trends 
have placed increasing pressure on the more established FMCG stores, such 
as Pick ‘n Pay and Checkers, and this is evident in Table 1.1 which shows 
market share losses for the many of the ‘big’ traditional firms. There are 
however numerous firms operating within, and competing for, market share in 
the South African FMCG retail industry.  
 
The most dominant market players in 2007 included Pick ‘n Pay Holdings 
Limited (23.8%), Shoprite Holdings Limited (23.8%), the Spar Group Limited 
(14.9%), and Woolworths Holdings Limited (9.0%). 
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TABLE 1.1: Estimated FMCG Retail Market Share (%) 
Company 2005 2006 2007 
Pick ‘n Pay 24.2 24.3 23.8 
Shoprite 22.9 24.2 23.8 
Spar (SA) 15.2 15.3 14.9 
Woolworths 8.0 8.5 9.0 
Sub Total 70.3 72.3 71.5 
Other 29.7 27.7 28.5 
Source: Schwart (2007) and FastMoving.co.za (2008) 
 
Table 1.1 reveals that most firms have lost market share since 2006. However, 
Woolworths and other firms have managed to increase their portion of the 
market share, thus gaining some competitive advantage over industry rivals. 
Lamberti (2005) states that the competitive tensions in the South African retail 
market are exacerbated by excess retail space and capacity. For example, 
South African property developers continue to invest in new retail space, whilst 
ignoring the country’s low per capita retail sales of R3 500 per annum (Poland 
R15 900, Argentina R29 200, Australia R31 800 and the United States R74 
000).  
 
In today's competitive retail environment suppliers (such as Pick ‘n Pay) must 
earn the customer's trust by consistently meeting or exceeding expectations. 
Service quality and customer service are very important in this regard. Hence 
the disparity between expectations and perceptions is the major determining 
factor in a customer's assessment of service quality. Five dimensions of service 
quality have been recognized, as shown in the SERVQUAL model, that 
customers use to evaluate service quality, these include: reliability, 
responsiveness, assurance, empathy, and tangibles. The importance of service 
quality is therefore clearly evident for the FMCG market. Therefore consumer 
satisfaction and marketing will play pivotal roles in the development of good, 
sustainable business practices. 
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It is widely accepted in literature that a company’s primary objective is to grow 
and survive, whilst maximizing shareholders’ wealth (Brigham and Ehrhardt 
2005; Lamb, Hair, McDaniel, Boshoff, and Terblanche 2004:34). Consumers 
are continuously looking to satisfy their needs, and motives are the driving 
forces that cause a person to take action to satisfy these specific needs (Lamb 
et al. 2004). Maslow’s hierarchy of needs arranges needs in ascending order of 
importance, explicitly those of physiological, safety, social, esteem, and self 
actualization. Consumers seek to satisfy their FMCG needs as efficiently as 
possible; therefore they will place high importance on brands they can trust to 
guarantee them high quality products and good accessibility in terms of location 
and hours (Monteith 2007). FMCG firms must therefore focus on satisfying 
customers’ needs and wants in order to fulfil these primary objectives.  
 
As a result it is obvious that, in order for FMCG firms to grow and survive in the 
constantly changing and competitive retail environment of South Africa, they 
must have a clear understanding of consumers’ expectations, as well as their 
actual shopping experiences. As stated, service quality for retailers of FMCG is 
of utmost importance to their level of success and ability to successfully cater 
for the market’s needs. Closely linked to this, is the focus of this study, namely 
to investigate consumers’ perceived levels of product quality, as well as the 
overall post-purchase level of satisfaction experienced by customers.  
 
1.2 PROBLEM STATEMENT 
 
The preceding overview, as presented, reflects on FMCG trends, regional 
variation, and the importance of keeping consumers satisfied in the current 
intensely competitive retail market of South Africa. The question can therefore 
be raised; what is the pre-purchase expectations of consumers, as well as their 
perceptions on the quality of the actual product received, once the purchase 
decision to buy has been completed (actual purchase experience)? A further 
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implicit question relates to what the relationship (if any) is between the 
consumers’ perceived product quality and their overall satisfaction levels. It is 
also important to keep in mind that the customers within the FMCG market 
represent a very broad and unique group of people, especially within the 
borders of South Africa, where vastly different cultural and social backgrounds 
are found. This diversity may result in a potential mismatch (gap) between 
consumers’ pre-purchase expectations and their actual purchase experiences.  
 
Thus, the problem statement can be phrased more concisely as follows: Does 
the quality of products supplied by FMCG providers meet the pre-purchase 
expectations of South African consumers? Furthermore, is there a relationship 
between the perceived product quality and consumers’ satisfaction levels?  
 
1.3 THEORETICAL AND HYPOTHETICAL MODELS UNDERLYING THE 
RESEARCH 
 
In order to construct the pertinent hypothetical model for the proposed research, 
various secondary sources were considered.  
 
The theoretical models pertaining to consumer behaviour, the consumer 
decision making process, the link between quality-satisfaction-loyalty, 
consumer satisfaction, the SERVQUAL Model, and consumer expectations are 
presented under sections 1.3.1 to 1.3.6 which follow.  
 
1.3.1 The Consumer Behaviour Model 
 
According to Lamb et al. (2004:72), consumer buying behaviour is influenced 
by three major sets of factors, namely, individual and social factors, as well as 
the prevailing purchase situation, as depicted in Figure 1.1. All three are sets of 
‘external’ factors that impact on the consumer’s decision-making process (an 
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‘internal’ process) which determines whether a consumer buys or does not buy 
a product (Lamb et al. 2004:72). These factors cause consumers to develop 
product and brand preferences. Although many of these factors cannot be 
directly controlled by marketers, understanding of their impact is essential so 
that marketing mix strategies can be developed to appeal to the preferences of 
the target market (Lecor 2007:1). 
 
According to Lamb et al. (2004:72), individual factors include variables such as 
perception, motivation, learning, values, beliefs, attitudes, lifestyle (activities, 
interests, opinions and demographics), personality and self concept. These 
may explain why consumers’ preferences often change as the ‘situation’ 
changes.  
 
FIGURE 1.1: A model of consumer behaviour 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Lamb et al. (2004:72) 
INDIVIDUAL FACTORS 
• Perception 
• Motivation 
• Learning 
• Values, beliefs, 
attitudes 
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SOCIAL FACTORS 
• Culture and 
sub-cultures 
• Reference groups 
• Opinion leaders 
• Family 
• Social class 
THE BUYING SITUATION 
• Purchase reason 
• Purchase time 
• Physical 
surroundings 
CONSUMER DECISION-MAKING 
PROCESS (See Figure 2) 
BUY OR NOT BUY 
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Social factors include: cultures and sub-cultures, groups (reference groups, 
aspirational groups and member groups), family, roles and status. This explains 
the outside influences of others on consumers’ purchase decisions, either 
directly or indirectly. 
 
The three major factors, as discussed, are portrayed in Figure 1.1. The buying 
situation includes variables such as purchase reason, purchase time, and 
physical surroundings. Additionally, Lamb et al. (2004:72-73) point out that 
when consumers buy a product(s), they generally follow a basic consumer 
decision-making process. 
 
1.3.2 The basic consumer decision making process 
 
Figure 1.2 shows that the consumer decision making process involves five 
main steps, namely: (i) problem recognition of an unfulfilled need, (ii) 
information search, (iii) evaluation of alternatives, (iv) the purchase decision, 
and (v) post-purchase behaviour (Lamb et al. 2004:73). These five steps 
represent a generic process which stimulates the consumer from recognition of 
an unfulfilled need to the evaluation of a purchase after the event. It is however 
important to realize that this process is a guideline, and does not assume that 
all consumers’ decisions will proceed in an inflexible order through each of the 
steps.  
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FIGURE 1.2: The basic consumer decision-making process 
 
 
 
 
 
 
 
 
Source: Adapted from Lamb et al. (2004:73) 
 
Consumer decision making varies with the level of involvement in the purchase 
decision; in fact, consumers may not even make a purchase. Thus, the length 
of the consumer decision process will vary, ranging from a shorter routine 
response behaviour, to limited problem solving and a more comprehensive 
extensive problem solving (Du Plessis and Rousseau 2005:113-121). A 
consumer may not act in isolation in the purchase, but rather may be influenced 
by any of several individuals in various roles. The number of people involved in 
the buying decision increases with the level of involvement and complexity of 
the buying decision behaviour. 
 
Routine response behaviour occurs when buyers purchase low cost, frequently 
purchased items with which they are familiar, such as FMCG. Limited problem 
solving occurs when buyers are confronted with an unfamiliar brand in a 
familiar product category. Extensive problem solving occurs when buyers 
purchase more expensive, less frequently purchased products in an unfamiliar 
product category. 
CONSUMER DECISION-MAKING PROCESS 
1: Problem recognition 
2: Information search 
3: Evaluation of alternatives 
4: Purchase decision 
5: Post-purchase behaviour 
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Kotler (1997) is of the opinion that other people often influence a consumer’s 
purchase decision. The marketer needs to know which people are involved in 
the buying decision and what role each person plays, so that marketing 
strategies can also be aimed at these people. Other such role-players include: 
the initiator (the person who first suggests or thinks of the idea of buying a 
particular product or service), influencer (a person whose views or advice 
caries some weight in making the final buying decision), decision-maker (the 
person who ultimately makes a buying decision or any part of it), buyer (the 
person who makes the actual purchase), and the end-user (the person who 
consumes the product or service).  
 
1.3.3 The quality-satisfaction-loyalty model  
 
Various attributes relating to comprehensive consumer needs are presented in 
Figure 1.3, and as illustrated, satisfaction is modelled as having direct effects 
on both loyalty and reputation. Consumer loyalty is seen as the most important 
and logical desired outcome of satisfaction (Johnson and Gustafsson 2000:63). 
According to Johnson and Gustafsson (2000:6), the effect of satisfaction on 
loyalty is the degree to which consumers’ more recent purchase and 
consumption experience affects loyalty.  
 
Johnson and Gustafsson (2000:65), further reveal that the effect of satisfaction 
on reputation reflects both the degree to which consumers’ more recent 
purchase and consumption experience enhance a product’s (e.g. FMCG) or 
service provider’s (e.g. Pick ‘n Pay) reputation and the consistency of 
consumers’ experiences over time. Finally, reputation may have a direct effect 
on loyalty by way of such factors as the ongoing inclusion of certain brands in a 
consumer’s consideration set.  
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FIGURE 1.3: A quality-satisfaction-loyalty model for convenience stores 
 
 
 
 
 
 
 
 
 
 
Source: Researcher’s own construct and adapted from Johnson and 
Gustafsson (2000) 
 
Table 1.2 presents various satisfaction attributes relevant to each benefit 
category, as proposed by Johnson and Gustafsson (2000:61). For the purpose 
of this study the outcomes of satisfaction will not be empirically investigated. 
However, the focus will be on selected items shown in Table 1.2 under benefit 
categories, which are also shown as potential driving factors of satisfaction.  
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TABLE 1.2: Attributes and benefit categories 
Benefit Category Satisfaction Attributes 
Quality of service 
• Friendliness and attentiveness of employees 
• Knowledge of employees 
• Grooming and appearance of employees 
• Accuracy of the checkout 
• Complaints handling 
Product offerings 
• Availability of products 
• Assortment of products  
• Packaging and quality of goods 
• Brand names of products 
• Promotions  
Pricing • Overall value for money 
• Competitiveness of store prices 
Store layout and 
cleanliness 
• Accessibility (ability to find what you want) 
• Visibility (ability to see what’s happening, and 
neatness and orderliness of displays) 
• In-store feelings (ambience = fun, right music, 
décor, temperature, space, etc) 
• Cleanliness inside the store (shop floor, butchery, 
restrooms, etc)  
Convenience 
• Convenience of location 
• Hours of operation 
• Speed and efficiency of employees  
• Availability of parking space 
• Accuracy of signs, etc 
Safety 
• Car guards / security guards / security cameras  
• Lighting of premises 
• Feeling of safety and security 
Source: Adapted from Johnson and Gustafsson (2000:61) 
 
1.3.4 The consumer satisfaction model  
 
Figure 1.4 illustrates a more comprehensive model of consumer satisfaction, 
from which various influencing (independent) variables were attained in order to 
develop the hypothetical model pertaining to perceived product quality and 
consumer satisfaction in the FMCG market. According to Anton and Perkins 
(1997:34-35), and as shown in Figure 1.4, customers that have used a product 
or service at some time in the past, do indeed have pre-purchase expectations.  
-12- 
TRIAL / RETRIAL 
AND JUDGEMENT: 
• Attribute 
evaluation 
(Satisfaction / 
dissatisfaction, 
product quality, 
and problem / 
no problem) 
  
WORD-OF- 
MOUTH 
DEMOGRAPHICS 
PAST 
EXPERIENCE 
COMPETITION 
GLOBAL EVALUATIONS: 
• Overall satisfaction 
• Willingness to recommend 
• Repurchase intentions 
CURRENT 
EXPECTATIONS ON 
OVERALL VALUE: 
• Product quality 
attributes 
• Quality of 
service  
 
 
FIGURE 1.4: The consumer satisfaction model 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Anton and Perkins (1997:34) 
 
Anton and Perkins (1997:35) have identified demographics, word-of-mouth, 
competition, and past experience as four important variables in determining 
satisfaction with various product attributes which in turn influences consumers’ 
perceived product or service quality (intervening variable). These variables will 
in turn influence overall satisfaction (dependant variable), as well as the other 
two global measures (willingness to recommend and repurchase intention).  
 
The variables listed in Figure 1.4, include: product quality expectations, 
attribute importance, past experience (problems / no problems with the product), 
and various demographic variables such as gender, income, and age. 
Additionally, both word-of-mouth testimonials and the activity of competitors 
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influence consumer satisfaction (Anton and Perkins 1997:34). Anton and 
Perkins (1997:34-35) also mention that product expectations are driven by the 
segment / demographic variables, as well as previous satisfaction experiences. 
Competitors (i.e. rival retailers) will also impact customers’ expectations on both 
service and product quality. Furthermore, it is evident that past experience will 
have a direct impact on customers’ global evaluations, for example their overall 
level of satisfaction and thus their repurchase intentions. 
 
1.3.5 The SERVQUAL model 
 
Tait, Mazibuko, and Gray (2006:448) define service quality as the degree of 
service excellence rendered by a service provider, as judged by the consumer. 
For the research in question, the consumers are buyers of FMCG. Value 
assessment (in terms of service quality experienced) also has been found to 
impact on consumer satisfaction and motivate behavioural intentions (Pizam 
and Ellis 1999:326-339).   
 
Zeithaml, Parasuraman and Berry (1988:20) originally suggested that 
customers evaluate the quality of a service according to ten service dimensions 
(variable), namely: tangibles, reliability, responsiveness, competence, courtesy, 
credibility, security, access, communication and understanding the customer. In 
subsequent research, the same authors (Zeithaml, Parasuraman and Berry 
1990:45) tested the variables and made considerable modifications amongst 
the items representing the original ten variables. The ten original variables, 
which were subjected to a correlation analysis, were reduced to five variables 
as listed in Table 1.3. Two new variables (‘assurance’ and ‘empathy’) were 
introduced which replaced key features of the seven variables that were 
consolidated. 
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TABLE 1.3: Reduced and original SERVQUAL variables 
Reduced SERVQUAL Variables  Original ten variables  for evaluating service quality 
Tangibility • Tangibility 
Reliability • Reliability 
Responsiveness • Responsiveness 
Assurance 
• Competence 
• Courtesy 
• Credibility 
• Security 
Empathy 
• Access 
• Communication 
• Understanding the customer 
 
Source: Adapted from Bennett, Jooste, and Strydom (2005:270); Zeithaml et al. 
(1990:20)  
 
The SERVQUAL (SERVice QUALity) model as developed by Zeithaml et al. 
(1990:46), provides a model which captures the variables applicable to 
consumers when evaluating service quality. The SERVQUAL model describes 
the gaps between the consumers’ expectations and their perceptions of the 
actual service delivery.  
 
Figure 1.5 which was adapted from the seminal research of Zeithaml and Bitner 
(1996) and Zeithaml et al. (1990:226), will serve as an important input and 
construct to understand the research in question and will further lead to the 
development of the hypothetical model. Zeithaml and Bitner (1996:37-91) and 
Zeithaml et al. (1990:226) identified five potential gaps between the consumer’s 
initial expectations and the ultimate perceptions of the service delivery (service 
quality). As shown in Figure 1.5, Gaps 1 to 4 represent service providers’ 
potential internal service quality disparities, ranging from the design to the 
delivery of promised service quality (Zeithaml and Bitner 1996:49). Gap 5 
represents the potential service quality disparity between consumers’ expected 
and actual service quality encounters (Zeithaml and Bitner 1996:37). 
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FIGURE 1.5: Comprehensive service quality model (SERVQUAL Model)  
 
Source: Adapted from Zeithaml et al. (1990:226) 
 
From the above it should be clear that the evaluation of service quality should 
be done by analyzing the experience of consumers when they actually 
experience the service provided by the retailer (Brysland and Curry 2001). With 
reference to the FMCG retail industry, in an ideal (perfect) world, consumers’ 
expectations and their perceptions of actual service delivery would match 
perfectly. In practice, this harmony is not the reality and for various reasons, 
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Gap 5 occurs. This gap, known as the customer gap, will be the focus of the 
research.  
 
This study will therefore seek to investigate the variables which cause Gap 5, 
and formulate specific retail marketing strategies to close the gap. The quest to 
improve the quality of service provided by South African FMCG retailers to 
consumers, and growing the FMCG market in South Africa are also important 
considerations. In this regard, consumers’ satisfaction is of utmost importance 
and thus has already been introduced in the preceding section. 
 
1.3.6 The model pertaining to consumer expectations (Gap 5) 
 
As previously stated, Gap 5 refers to the disparity between the consumers’ 
expected product quality, and their post purchase perceptions of product quality. 
Contextualised to the research in question, the view of Grönroos (1984:36-43) 
is relevant by stating that the quality of a product is dependent on two variables, 
namely: pre-purchase expectations and perceived product quality (actual 
experiences), as shown in Figure 1.6. 
 
Consumers would normally have some levels of expectations about the quality 
of the product before actual purchase, which could be a general prediction on 
the product or perceptions of the upcoming experiences. As depicted in Figure 
1.6, consumers in general and contextualised to customers of FMCG, have two 
dimensions of expectations, namely: desired expectations and adequate 
expectations. The desired expectations refer to the product / service quality the 
customer expects to receive. It could also be described as the “ideal” or 
“ultimate” product / service quality expectation. This expectation is based on 
what consumers believe quality “can be” and “should be”. On the other hand, 
adequate expectation refers to an “acceptable quality level” expectation, which 
is lower than the ideal level, but may be more realistic, given the reality that 
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ultimate service delivery is not always achievable. These two levels of 
expectations namely; desired expectations and adequate expectations, are 
depicted in Figure 1.6, where they are contextualised to the FMCG market. 
Collectively the desired and adequate expectations are key components of 
expected product quality per se.  
 
FIGURE 1.6: Variables that influence consumer expectations 
 
Source: Adapted from Bennett, Jooste, and Strydom (2005:268); Zeithaml and 
Bitner (1996:37-91); Liu (2007:14-18); Grönroos (1984:36-43)    
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It is further important to recognize that the quality of the product or service 
determines what personal experiences and problems consumers had, which 
sequentially led to their past experience, and thus satisfaction emotion 
(Grönroos 1984). At this point consumers might decide not to continue to use 
the product (rejection from dissatisfaction), and so were lost to the model. 
Furthermore, Anton and Perkins (1997) reiterate the importance of the following 
notions: 
 past experiences determine, in part, current expectations 
 past experiences determine, in part, the importance of attributes 
 past perceived product quality, built from past experience, is related to current 
perceived quality 
 
1.3.7 Hypothetical Model 
 
Based on the preceding analysis the hypothetical model was constructed, as 
shown in Figure 1.7. The hypothetical model developed in this paper is partly 
based on studies by Liu (2007) and Lee and Joshi (2007) which classified 
service quality experiences with Chinese tourists’ satisfaction, and customer 
satisfaction with service encounters, respectively. Moreover, the research 
model is based on the preceding models, as well as an extensive interpretation 
of secondary sources pertaining to the relevant independent variables, Gap 5, 
as well as related literature further contextualised to the FMCG industry and 
consumer behaviour. This model will be tested empirically by using 
confirmatory statistical techniques.  It is also important to note that the 
hypothetical model reveals outstanding features of Structural Equation 
Modelling (SEM), as is revealed by the predictor variables. These predictor 
(independent) variables have been identified as the primary factors contributing 
to consumer satisfaction and the purchase decision.  
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SEM is a statistical technique used for testing and estimating relationships 
using a combination of statistical data and qualitative causal assumptions. The 
qualitative causal assumptions for the research in question are reflected in the 
theoretical insight and interpretation of relationships stemming from secondary 
sources. The seminal view of SEM was articulated by the geneticist Wright 
(1921), the economists Haavelmo (1943) and Simon (1953), and formally 
defined by Pearl (2000) using a calculus of counterfactuals (Wikipedia 2008). 
SEM propose confirmatory rather than exploratory modelling; thus, it is suited 
to theory testing rather than theory development. It usually starts with a 
hypothesis, and represents it as a hypothetical model. The constructs of the 
research variables, with the use of a measurement instrument, will test the 
hypothetical model using confirmatory statistical techniques.  
 
Seven independent variables impacting on one intervening (perceived quality of 
the product) and dependent variable (overall level of consumer satisfaction) 
were identified and operationalized. The ‘gap’ (Gap 5) between consumers’ 
pre-purchase expectations and their personal experiences is also identified in 
the hypothetical model.  
 
-20- 
INDEPENDENT VARIABLES INTERVENING VARIABLE DEPENDENT VARIABLE 
H2.0 
H2.A 
Potential disparity 
(Gap5) 
Consumers’ expectations 
 
 
 
 
 
Consumer’s 
   perceived        
    product 
    quality  
 
 
 
 
 
VARIABLES CONTRIBUTING 
TO PERCEIVED PRODUCT 
QUALITY &CONSUMER 
SATISFACTION 
 
 
 
 
 
  
 
  
 
 
 
  
 
  
 
  
 
 
 
 
 
 
H1.1 
H1.2 
H1.3 
H1.4  
H1.5 
H1.6 
H1.7 
DECISION-MAKING 
ATTRIBUTES 
 
Word-of-Mouth 
 
Past Experience 
 
South African Culture 
 
Service Promises 
 
Media Channel 
 
Product Offerings 
 
Convenience Factors 
 
 
Consumers’ 
perceptions (actual 
experience) 
 
  
Zone of tolerance 
 
Desired product quality 
 
Adequate product quality 
 
H3.1 
FIGURE 1.7: Hypothetical model pertaining to product quality and consumer satisfaction in the FMCG market:  
An analysis based on Pick ‘n Pay Hypermarket, Port Elizabeth 
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1.3.8 Operationalisation of the independent, intervening, and dependent 
variables  
 
1.3.8.1 Operationalisation of the independent variables   
 
Contextualised to the FMCG industry in South Africa, Figure 1.7 summarises a 
range of variables which impact on consumers’ expected product quality. Of 
importance is a zone of tolerance which distinguishes between the desired and 
adequate expected product quality levels. FMCG providers that perform within 
this zone of tolerance succeed in meeting the South African consumer’s 
absolute minimum expectation levels. By achieving this level, a “fairly” satisfied 
consumer may be the outcome. If, however, the FMCG provider’s performance 
falls below the adequate expectation level, the consumers’ will be disappointed 
with the product and / or service encounters. Evidence exists that consumers’ 
adequate expectation level fluctuates depending on circumstances, but that the 
desired level is more individualistic and constant (Bennett et al. 2005:268). 
 
From Figure 1.6, it is clear that consumers’ expectations may be shaped by 
different variables. Four variables influence both desired and adequate service 
expectations:  
(i) External communication: The concept “communication” is derived from the 
Latin word communicare, which means “to make common” (Mooij 2004:26). 
In its basic form, communication refers to the transfer of information and 
understanding between people through meaningful symbols. From this 
definition, it should be clear that external communication, as applicable to 
this research, refers to the effective promotional message delivery from the 
South African FMCG providers to consumers through various media 
channels. Promises, either of explicit or implicit nature, play an important 
role in communication (Bennett et al. 2005:269). More specifically:  
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 Explicit service promises include personal or non-personal communication 
made by the service providers, such as advertising, personal selling and the 
interaction of representatives (Bennett et al. 2005:269).  
 Implicit service promises encompass some service promises which are 
communicated less directly to customers (Bennett et al. 2005:269). These 
influences can be based on the price of a particular product or service.  
 Further to the above, in the domain of communication, media channel 
selection can play a decisive role when marketing FMCG to consumers. 
Media channel selection is a selection of the vehicles that will carry the 
advertising message (Doyle 2002:262).  
(ii) Word-of-mouth (WOM): Various sources propose that WOM is the most 
influential marketing medium (Schöfer 1998; Du Plessis and Rousseau 
2005; Moore 2006). Therefore, any personal or non-personal 
communication about a product or service from someone outside of the 
organization will influence a customer’s expectations. A consumer’s 
communication will shape the expectations of those to whom he or she 
talks. For example, a customer who has previously shopped at Pick ‘n Pay 
Hypermarket, will no doubt inspire others (friends, families or other 
consumers of FMCG) to either shop at the store or to never shop there, 
depending on their experiences. WOM has also been identified as an 
important post-purchase complaining option (Morton 2007:3). 
(iii) Past experience refers to a particular product / service or a similar one that 
a consumer has ever experienced. Consumers will generally draw on their 
expected experience in conjunction with a past experience to reinforce their 
desired and adequate expectations. 
(iv) South African culture: People are dependent upon the control mechanisms 
of culture for ordering their behaviour. In line with this, Mooij (2003:26) 
defines culture as “…the collective mental programming of the people in an 
environment. Culture is not a characteristic of individuals; it encompasses a 
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number of people who where conditioned by the same education and life 
experience.” According to Brewer (2007) the following characteristics are 
applicable to South African Subcultures:  
 Religious views ( e.g. Christian / Jewish / Hindu / Moslem etc) 
 Ethnicity (White / Black / Asiatic / Coloured) 
 Modes of dress, eating, dance, as well as various traditions and taboos 
 Demographic Characteristics 
 Psychographic Characteristics 
 
Contextualized to the research in question the predicted quality, shown in 
bottom left corner (Figure 1.6), refers to consumers’ estimation of what they 
expect to receive in a specific transaction, rather than in an overall relationship; 
for instance with a FMCG provider. While desired and adequate experiences 
refer to global assessments of quality, which include many individual 
transactions, the predicted quality is an expectation of what the quality of a 
product(s) is likely to be. According to Bennett et al. (2005:268) and Zeithaml 
and Bitner (1996:37-91), predicted quality is also significantly influenced by the 
four variables already discussed, namely: ‘external communication’, ‘word of 
mouth’, ‘past experience’ and ‘culture’ (contextualised to the research in 
question, South African culture).   
 
A further two variables, relevant to this study include product offerings and 
convenience factors. The quality-satisfaction-loyalty model for convenience 
stores (Figure 1.3) reveals that both product offerings as well as convenience 
have a direct affect on consumer satisfaction (Johnson and Gustafsson 
2000:65).  
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(i)  Product Offerings: Prior studies have examined the issue of product variety 
(offerings) and satisfaction. For example, Ahn, Ryu, and Han (2004), 
Szymanki and Hise (2000:309-322), and Athanassopoulos, Gounaris, and 
Stathakopoulos (2001) found product quality and variety to be determinants 
of satisfaction. Johnson and Gustafsson (2000:61) further reveal that the 
availability of products, assortment of products, packaging, quality of 
merchandise, brand names of products, as well as promotions are important 
satisfaction attributes pertaining to the product offerings (see Table 1.2). 
When retailers are considered that deal primarily in FMCG, merchandise 
quality becomes an important value driver (Broekhuizen 2006:67-68). 
Product quality expectations vary for different groups of consumers 
depending on their socio-economic status and individual preferences 
(ACNielsen 2003). Figure 1.8 assists to operationalise the most common 
product quality criteria for FMCG. 
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Consumers 
Manufacturers 
Retailers 
Opinion Leaders 
Meeting certification requirements 
(SABS) 
• Safety 
• Quality 
• Identification 
• High margins 
• Big and consistent sales 
• Promotions (esp. in-store) 
 
Exceeding consumer expectations 
• Consistent quality 
• Credible market reputation 
• Relevant consumer image 
 
Delivering emotional benefits  
E.g., Coffee: status image 
(“expensive looking pack”) and 
indulgent drink (“enjoy and reflect 
when drinking it”) 
 
 
Strong Brand image 
 
Safety in use 
 
Packaging 
 
Ingredients 
 
Meeting industry 
standards 
 
COMMON QUALITIES SPECIFIC QUALITIES  
FIGURE 1.8: Criteria for the quality of FMCG 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from ACNielsen (2003) 
 
Product offerings can be held to have common qualities such as value for 
money, attractive and/or expensive looking packaging, natural ingredients 
(no artificial additives), and a well-known brand name (as a quality 
guarantee). A well-known brand and long and stable market reputation are 
seen as very important elements in assuring high quality for all FMCG 
products (ACNielsen 2003). 
 
(ii)  Convenience factors: Broekhuizen (2006) states that retailers develop 
strategies to enable consumers to save time by making the shopping 
process less time consuming and more convenient. The efficiency of 
shopping has been recognized to be a key influencer of consumer 
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behaviour in the retail environment (Blackwell, Miniard, and Engel 2006; 
Zeithaml 1988). Retailers that are convenient are easy to reach (access 
convenience), enable consumers to speedily identify and select/order the 
desired products (search convenience), make it easy to obtain the desired 
products (possession convenience), and speed up the purchase and return 
of products (transaction convenience) (Parasuraman 1991:451; Cant, Brink, 
and Brijball 2006:32-34). 
 
Time and effort costs refer to the consumer’s perceptions of the time and/or 
effort required to shop through the store. Zeithaml’s (1988) classification 
explains time and efforts costs as predictors of perceived product quality 
(intervening variable). Consumers will incur time or effort costs during the 
shopping process and hence will place a price on their time, thereby 
influencing their perceptions. Furthermore, Broekhuizen (2006) proposes 
that time and effort expenditures directly influence store purchase 
intentions, and consumers, for example, will decide not to shop through 
retailers when the expected time and effort costs are too high. Additionally, 
when channels are more convenient things are less likely to go wrong, 
hence leading to less frustration and, in turn, reducing risk perceptions. 
Broekhuizen (2006) also indicates that increased convenience makes the 
shopping process more appealing, and, thus leads to more enjoyment. 
Ease of use has been described by various retailing concepts as: 
accessibility, store layout and design, ease of navigating through the store, 
and fast checkout (Broekhuizen 2006:76; Johnson and Gustafsson 
2000:65). Often authors refer to the term ‘convenience’ to describe the ease 
of using a channel (Broekhuizen 2006; Johnson and Gustafsson 2000). 
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1.3.8.2 Operationalisation of the intervening variable 
 
Zeithaml, Parasuraman, and Berry (1990:46) state that customers form 
perceptions of quality by comparing their expectations of a product or service 
with what they actually receive. Consumers normally would have some levels of 
expectations about the product before actually purchasing it, which could be a 
general prediction on the products’ quality or imaginations of the upcoming 
experiences with it. Consumers in general and contextualised to customers of 
Pick ‘n Pay Hypermarket in Port Elizabeth, have two dimensions of 
expectations, namely: desired expectations and adequate expectations 
(Grönroos 1984:36-43).  
 
A distinction is therefore drawn between desired and predicted expectations. 
Desired expectations may be the reference for expectations of quality, while the 
more common predictive expectations may work for direct influences on 
consumers’ satisfaction. After consumers have made a purchase and used the 
product, they form a perception of performance or so-called actual experience. 
If the perceived performance is different from what they have predicted, a 
mismatch (gap) is likely to result (Tian-Cole and Cromption 2003:68). The 
difference between consumers’ desired expectations and their perceptions 
about actual product quality constitutes a mismatch which in turn impacts on 
product quality. The difference between consumers’ predicted expectations and 
their perceptions of actual performance (experience) constitutes a mismatch 
(gap 5) which in turn impacts on the overall level of consumer’s satisfaction. 
 
1.3.8.3 Operationalisation of the dependant variable, consumer satisfaction  
 
Consumer satisfaction is often presented as a psychological concept that 
involves a feeling of well-being and pleasure that results from experiencing that, 
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which someone had hoped for and expected from an appealing product or 
service (Bennett et al. 2005). Perceived quality is often found to be an 
antecedent of satisfaction (Broekhuizen 2006). According to Oliver (1981), 
consumer satisfaction is the result of a comparison between consumer’s prior 
expectations and the perception of what is actually received. Furthermore,  
 
Zeithaml and Bitner (2003:86) state that satisfaction is the consumer fulfilment 
response. It is a judgment that a product or service feature, or the product / 
service itself, provides a pleasurable level of consumption-related fulfilment.  
 
Consumer satisfaction is thus the leading criterion for the quality that is actually 
delivered to the consumer through the product and by the accompanying 
servicing (Vavra 1998:51). A number of studies in marketing literature have 
reported that these two constructs (quality and consumer satisfaction) are 
strongly related to each other (e.g. Alexandris and Palialia 1999; Cronin, Brady, 
and Hult 2000; Spreng and Chiou 2002; Spreng and Mckoy 1996; Woodside, 
Frey and Daly 1998). Therefor, most authors agree that perceived quality is an 
antecedent to satisfaction. Thus, it is clearly evident that for the research in 
question, consumer satisfaction will be a highly important issue which should 
be considered when designing business strategies to develop the FMCG 
industry in South Africa.  
 
1.4 RESEARCH HYPOTHESES 
 
Three sets of hypotheses are shown in the hypothetical model (Figure 1.7) 
which will be tested empirically. Two of the three sets can be labelled as 
directional (or relational) hypotheses, whilst one set represents a null and 
alternative hypothesis. The independent variables were identified based on a 
review and synthesis of prior literature which include: word-of-mouth (WOM), 
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past experience, South African culture, service promises, media channel, 
product offerings, and convenience factors. 
 
1.4.1 First set of hypotheses: Impact of independent variables on intervening 
variable (consumers’ perceived product quality). As shown in Figure 1.7, seven 
independent variables were identified which impact on consumers’ perceived 
product quality.  
 
One of the most widely accepted notions in consumer behaviour is that WOM 
communication plays an important role in shaping consumers' attitudes and 
behaviours (Schöfer 1998). According to Anton and Perkins (1997:35), WOM 
recommendations (i.e., recommendations from friends and relatives) play an 
important role in consumers’ purchase of a product. Thus, the value of including 
WOM, for the purpose of this study, is explicitly evident. Consequently the 
following relationship is hypothesised:  
H1.1: There is a positive relationship between independent variable 
“word-of-mouth” and intervening variable “consumers’ perceived product 
quality”. 
 
Bennett et al. (2005:269) argue that customers will generally draw on their past 
experiences with a particular service or a similar one to shape their desired and 
adequate expectations. Based on the above, the following hypothesis is 
proposed:  
H1.2: There is a positive relationship between the independent variable 
“past experience” and the intervening variable “consumers’ perceived 
product quality”. 
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Doyle (2002:276) and Schiffman and Kanuk (1978:392-393) define culture as 
the sum total of learned beliefs and values that have the most important 
influence on what people buy and how they perceive a product or service. It is 
therefore proposed that: 
H1.3: There is a positive relationship between the independent variable 
“South African culture” and the intervening variable “consumers’ 
perceived product quality”. 
 
Parasuraman, Zeithaml and Berry (1988:43) argue that promises, both explicit 
and implicit, made by a service provider through its media advertising, sales 
force, and other mass communication methods, raise expectations that serve 
as the standard against which customers measure service quality. Based on 
these premises, the following relationship is postulated:  
 
H1.4: There is a positive relationship between the independent variable 
“explicit and implicit service promises” and the intervening variable 
“consumers’ perceived product quality”. 
 
According to Schiffman and Kanuk (1978:284), the reputation of the medium 
that carries the advertisement affects the credibility of the message, which also 
impacts on the quality of the products or services in customers’ minds. 
Therefore, it is proposed that:  
H1.5: There is a positive relationship between the independent variable 
“media channel” and the intervening variable “consumers’ perceived 
product quality”. 
 
Szymanki and Hise (2000:309-322) and Athanassopoulos et al. (2001) found 
the suggested product offerings and product innovation including product 
variety to be important factors affecting satisfaction. Thus, as customers have 
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more alternatives to evaluate in order to fulfil their needs, the higher their 
satisfaction would be. Consequently the following relationship is hypothesised:  
H1.6: There is a positive relationship between the independent variable 
“product offerings” and the intervening variable “consumers’ perceived 
product quality”. 
 
The efficiency of shopping has been recognized to be a key influencer of 
consumer behaviour in the retail environment (Blackwell et al. 2006; Zeithaml 
1988). As previously stated, under section 1.3.5.1, there are four strategies to 
enhance convenience, namely: by improving access, search, possession, and 
transaction time. It is therefore proposed that: 
H1.7: There is a positive relationship between independent variable 
“convenience factors” and intervening variable “consumers’ perceived 
product quality”. 
 
1.4.2 Second set of hypotheses: Potential disparity between expectations and 
perceptions of actual product quality experiences by consumers (Gap 5). 
 
Contextualised to the research in question, the views of Grönroos (1982:73) 
and Broekhuizen (2006) are relevant by stating that product quality is 
dependent on two variables, namely: consumers’ pre-purchase expectations 
and perceptions (actual experience). Based on the above, the second set of 
null and alternative hypotheses is proposed: 
H2.0: There are no perceived differences between “consumers’ 
expectations” and their “perceptions” (actual experience) of product 
quality. 
H2.A: There are perceived differences between “consumers’ expectations” 
and their “perceptions” (actual experience) of product quality. 
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1.4.3 Third set of hypotheses: Impact of intervening variable (consumers’ 
perceived product quality) on dependent variable (overall level of consumers’ 
satisfaction). 
 
Consumer satisfaction is the result of a comparison between consumers’ prior 
expectations and the perception of what is actually received (Oliver 1981). 
Evidently, most authors agree that perceived quality is an antecedent to 
satisfaction (e.g. Broekhuizen 2006; Parasuraman, Berry, and Zeithaml 1991). 
Consequently the following relational hypothesis is formulated:   
H3.1: There is a positive relationship between intervening variable 
“consumers’ perceived level of product quality” and dependent variable 
“overall level of consumers’ satisfaction”. 
 
1.5 PURPOSE OF THE RESEARCH 
 
The hypothetical model underlying this research (Figure 1.7) shows that 
perceived product quality, which acts as the intervening variable, is shaped by 
seven independent variables, which further impact on the dependent variable, 
overall consumer satisfaction.  
 
The purpose of this analytical research project is twofold: 
 
 Firstly, to empirically test the hypothetical model and the associated 
hypotheses (as phrased in Section 1.4) by using confirmatory statistical 
techniques.  
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 Secondly, based on the findings of the research, to craft appropriate retail 
marketing strategies within the FMCG market that are suitable for 
implementation to address potential mismatches (gaps) of perceived 
product quality and consumers’ satisfaction. By the crafting of appropriate 
retail strategies, the potential to develop the FMCG industry in South Africa 
will be enhanced.  
 
1.6 RESEARCH OBJECTIVES 
 
1.6.1 Primary research objective   
 
The primary objective of this research is to empirically test the hypothetical 
model reflecting the seven independent variables on consumers’ perceived 
product quality (intervening variable), particularly with regard to expected and 
actual (perceived) product quality (Gap 5). In addition, with product quality 
hypothesized as an antecedent of satisfaction, the impact of perceived product 
quality on consumer satisfaction (dependent variable) will be assessed. The 
outcome of this primary research objective will be closely linked to the crafting 
of retail strategies to ensure that consumer expectations and perceptions 
converge with increasing levels of satisfaction.  
 
1.6.2 Secondary research objectives 
 
The following six secondary research objectives have been identified: 
(i) To investigate which research paradigms, research methodologies and 
data collection methods and analysis are most appropriate to research 
the problem in question. This objective implies determining the 
appropriate overall research design for the study.  
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(ii) To execute an in-depth analysis of secondary sources dealing with 
products, product quality, consumers’ satisfaction, 
fast-moving-consumer-goods (FMCG), South African retail industry, and 
related business management issues. Furthermore, the concepts of 
marketing and marketing strategy will be introduced and contextualised 
to the research in question. 
(iii) To source primary (raw) data to gauge the opinions of consumers about 
expected and perceived (actual) product quality and consumer 
satisfaction. 
(iv) To analyse the data, using relevant statistical procedures, to empirically 
test the construct and hypotheses as depicted in Figure 1.7. 
(v) To report research findings, addressing potential product quality disparity 
issues in the FMCG market in South Africa. 
(vi) To make recommendations regarding marketing strategies applicable to 
South African retail outlets, in order to develop the FMCG market in 
South Africa.  
 
1.7 ROLE OF SECONDARY SOURCES 
 
The constructs of all the figures are all derived from, and built upon, an analysis 
of relevant secondary sources (literature). The purpose of the literature review 
is to provide proof of scholarship; in other words, to demonstrate understanding 
of the literature and proof of intellectual capacity to read it, and to use it 
constructively within the context of this research. A good understanding of the 
meaning and implications of concepts such as product quality, consumer 
satisfaction, fast-moving-consumer-goods (FMCG), South African retail industry, 
marketing and marketing strategy was a prerequisite for the construction of the 
hypothetical model presented under Figure 1.7.  
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Chapter three and four are dedicated to an analysis of the relevant secondary 
sources, which acquainted the researcher with the various theories applicable 
to the figures under Section 1.3. 
 
1.8 RESEARCH DESIGN AND METHODOLOGY 
 
The positivistic research paradigm will be used as the most appropriate 
research design and methodology for the research in question. One of the 
prime reasons for adopting a positivistic paradigm can be linked to the 
relationships and hypotheses to be tested as illustrated in Figure 1.7. 
 
For postgraduate research, it is necessary to fully motivate the chosen research 
paradigm. A dedicated chapter (Chapter Two) will be presented to give a 
complete motivation regarding the decision as to adopting the positivistic 
approach as well as the overall research design methodology of this study. The 
phenomenological paradigm is not relevant for this research because the 
research objectives and research questions are not focused on understanding 
the behaviour of consumers.  
 
1.9 DATA COLLECTION AND ANALYSIS  
 
1.9.1 Data collection 
 
For this research, data will be collected from both primary and secondary 
sources.  
 Primary sources: The actual sampling frame is limited to consumers of 
the Pick ‘n Pay Hypermarket in Port Elizabeth, within the Eastern Cape 
Province of South Africa. The sampling frame is based solely on 
practical considerations to source the required data. Non-probability 
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(convenience) samples will be drawn by administering the research 
instrument to the identified sampling frame.  
 Secondary sources: Published literature on products, product quality, 
consumer satisfaction, FMCG, and related concepts, will be extensively 
consulted using the relevant literature sources. This served as inputs 
toward the constructs as presented in the figures under Section 1.3.   
 
In respect of data collection: the sampling frames, method of primary data 
collection, structure of the research instrument (questionnaire) and the 
strategies followed in administering the research instrument will be fully 
explained in Chapter Five.  
 
1.9.2 Data analysis 
 
The data analysis will consist of seven phases. Firstly, the data will be 
subjected to a confirmatory factor analysis to validate the measurement model 
by assessing the construct (convergent, discriminant and nomological) validity 
of the pre-specified (predicted) factors (Zikmund 2003:243). Secondly, the 
reliability (internal consistency) of the research instrument will be assessed by 
means of Cronbach alpha reliability coefficients (Cooper and Schindler 
2006:322-323). 
 
This phase will be followed by multiple linear regression analyses which will be 
used to test the impact of independent variables on the intervening variable. In 
order to test the second set of hypotheses (null and alternative hypotheses 
dealing with consumers’ expected product quality and their actual experiences) 
matched paired t-tests will be utilized (Cooper and Schindler 2006:506). 
Additionally, mean scores and relative percentage ratings on consumers’ 
expected and perceived product quality levels will also be calculated and 
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interpreted. Finally, bivariate linear regression analyses will be used to test the 
third set of hypotheses (impact of consumers perceived product quality on 
consumers overall level of satisfaction). Chapter Five will provide detail on the 
phases of the data analysis. 
 
1.10 SCOPE AND DELIMITATION OF THE RESEARCH 
 
In terms of the hypothetical model as depicted in Figure 1.7, this research will 
focus on the potential disparity found in the product quality gap (Gap 5) and its 
impact on consumers’ satisfaction. Being a unique study within the FMCG 
market of South Africa, this study will contribute to knowledge, understanding, 
and better insight to the possible reasons for potential disparities within this 
market. 
 
The findings of the research may provide relevant information to develop 
possible FMCG / retail strategies to improve product and service quality. The 
findings of this research will be generably applicable to persons who are 
shopping for FMCG in particular. 
 
1.11 PRIOR RESEARCH 
 
The initial step in the research was to undertake a comprehensive literature 
search on product and service quality, with particular emphasis on aspects 
pertaining to FMCG product quality, the SERVQUAL model, consumer 
satisfaction, consumers, product quality, FMCG in general, the South African 
retail industry, marketing strategy, and related business concepts. The literature 
search entailed the usage of various library facilities to acquire relevant and 
appropriate sources of information. Searches through online databases such as 
SABINET online, EBSCO host, and Google were conducted to obtain relevant 
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indices and international dissertation abstracts. Simultaneously, an in-depth 
library search was undertaken, making use of all four NMMU LIS facilities. 
 
It was established that over the past decade, extensive research has been 
undertaken on product and service quality (SERVQUAL model), retailing, as 
well as the concept ‘FMCG’ and consumer/buyer satisfaction. Nevertheless, the 
search revealed that no stand-alone study has been conducted to specifically 
assess the potential disparity between consumers’ expected and actual product 
quality in the FMCG market, and its impact on consumers’ overall levels of 
satisfaction.  
 
1.12 PLAN OF THE RESEARCH 
 
The stated research objectives will be addressed systematically in each 
chapter.  
 
Chapter One provides the introduction and background to the research, the 
consumer decision-making models, problem statement, hypothetical model, 
purpose and objectives of the research, and research hypotheses linked to the 
research objectives. 
 
Chapter Two explains and motivates the adopted research design and 
methodology for this research. 
 
Chapter Three is dedicated to the analysis of secondary sources, with a focus 
on products, product quality, consumer satisfaction, and FMCG. 
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Chapter Four is the second chapter dedicated to secondary sources, and 
provides greater clarity on the South African retail industry, marketing strategy, 
and related business concepts. 
 
Chapter Five explains the primary data sourcing procedures. 
 
Chapter Six contains the statistical analysis of the primary data and explains 
the phases of data analysis and statistical procedures adopted. 
 
Chapter Seven presents a summary of the research, with the emphasis on the 
empirical findings and the strategic implications of the research. Based on the 
empirical findings, conclusions and recommendations are presented. These 
recommendations, which are of a strategic nature, will be useful for the 
management and improvement of the quality of FMCG provided by South 
African retail outlets (Pick ‘n Pay) to consumers. This chapter also identifies 
possible shortcomings of this research and directions for future research. 
 
 
 
 
 
 
 
________ II ________
  
CHAPTER TWO 
RESEARCH DESIGN AND METHODOLOGY 
 
2.1 INTRODUCTION 
 
This chapter addresses the first secondary research objective, as stated in 
Section 1.6.2 of Chapter One; namely to investigate which research paradigms, 
research methodologies and data collection methods and methods of analyses 
would be most appropriate to the research problem in question. This objective 
implies that an appropriate overall research design for the study must first be 
determined. 
 
There is consensus in research literature (Leedy and Ormrod 2005:1; Collis 
and Hussey 2003:1; Zikmund 2003:5) that the features and purpose of 
research revolves around the fact that research demands a process of 
thorough and rigorous enquiry and investigation which must be systematic and 
methodical in nature and aimed at increasing knowledge. The aim of this study 
is to perform a rigorous enquiry and investigation into the product quality and 
satisfaction of FMCG consumers, in order to increase knowledge on these 
issues. 
 
In this study, which focuses on the relationships as depicted in the hypothetical 
model Figure 1.7 of Chapter One, attention will be given to the basic features 
and purpose of research in general. A specific research problem, as well as 
both primary and secondary research objectives was identified, as listed in 
Section 1.2 and 1.6 of Chapter One respectively. A thorough and rigorous 
research approach has been adopted in the design and execution of this 
research project, adhering to requirements of a good research project (Collis 
and Hussey 2003:1-10). This chapter discusses the relevant issues relating to 
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types of research, research paradigms, criteria for a well-designed research 
project, methods of data sourcing and analysis. The structure of this chapter, 
which is based on the structures of Han (2006:18-45) and Liu (2007:45-79), is 
depicted in Figure 2.1, which represents the research design framework for the 
research in question. 
 
The oblong block (numbered 2.1) in the centre of Figure 2.1 reflects the 
research title, problem statement, research hypotheses, purpose of the 
research, and research objectives, as stated in Chapter One. This central block 
is linked to the purpose and possible outcomes of the research. In Chapter One, 
the purpose of the research was described as twofold: firstly, to empirically test 
the hypothetical model (Figure 1.7) and the associated hypotheses (as 
expressed in Section 1.4); and, secondly, based on the findings of the research, 
to develop appropriate FMCG retail marketing strategies suitable for 
implementation to address potential mismatches (gaps) in product quality and 
its impact on consumers’ satisfaction. Research can be classified according to 
different categories or types (see Section 2.2 of this chapter). An important 
pre-requisite for any research project is a motivated decision on the research 
paradigms and research methodologies to be adopted. Section 2.3 of this 
chapter presents the opposing research paradigms, as shown in Figure 2.1, 
depicting the same numbering as the headings of this chapter.  
 
The criteria for well-designed research are addressed within the research 
design framework, indicating that effect must be given to these requirements. 
Section 2.4 elaborates on the criteria that will be considered and implemented 
in this research. The experience and skills of the researcher are also accounted 
for in the research design and overall execution of this project. Finally, the 
methodologies on data sourcing and data analysis will be presented (Section 
2.5). 
- 42 - 
FIGURE 2.1:  Research design framework on perceived product quality and consumers’ satisfaction 
Source: Adopted from Collis and Hussey (2003:83); Han (2006:19); Lui (2007:47) 
2.3.1 
Positivistic 
Outcomes 
PURPOSE OF 
RESEARCH 
Experience Skills 
2.3 
RESEARCH 
PARADIGMS 
RESEARCHER 
2.4 
CRITERIA FOR 
GOOD RESEARCH 
2.4.1 
Reliability 
2.4.2 
Validity 
2.4.3 
Generalisability 
2.4.4 
Other criteria 
Knowledge 2.2.2 
♦ Quantitative 
♦ Qualitative 
2.2.1 
♦ Exploratory 
♦ Descriptive 
♦ Analytical 
♦ Predictive 
 
2.2.4 
♦ Deductive 
♦ Inductive 2.2.3 
♦ Applied 
♦ Basic 
2.5.1 
Data sourcing 
2.5.2 
Data analysis 
Methods 
2.1 
RESEARCH TITLE, 
PROBLEM STATEMENT, 
RESEARCH HYPOTHESES, 
PURPOSE OF THE RESEARCH, 
AND RESEARCH OBJECTIVES 
2.3.2 
Phenomenological 
2.2 
Types of research 
2.5 
RESEARCH 
METHODOLOGY 
- 43 - 
2.2 TYPES OF RESEARCH 
 
Different categories have been identified in which to classify research projects 
and research in general. As bases of classification, Collis and Hussey 
(2003:10-15) distinguished between the process, the purpose, the logic and the 
outcome of the research. Table 2.1 lists the main types of research and the 
bases of classification. 
 
TABLE 2.1:  Classification of main types of research 
Source: Adapted from Collis and Hussey (2003:10) 
 
Each of the above types of research will now be explained and contextualised 
to this research on product quality and consumers’ satisfaction.  
 
2.2.1 Quantitative and qualitative research 
 
Generally speaking, it is possible to distinguish between two main research 
approaches, namely the quantitative approach and the qualitative approach 
(Blumberg, Cooper and Schindler 2005:124; Leedy and Ormrod 2005:94). The 
outstanding features of quantitative and qualitative research can be 
summarised as follows: 
 
 The quantitative approach to research is deemed to be objective in nature, 
as it focuses on seeking the facts or causes of social phenomena 
(Lancaster 2005:67; Collis and Hussey 2003:13). According to Leedy and 
Type of research Basis of classification 
Exploratory, descriptive, analytical or predictive research  Process of the research 
Quantitative or qualitative research Purpose of the research 
Deductive or inductive research Logic of the research 
Applied or basic research Outcomes of the research 
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Ormrod (2005:94), quantitative research is undertaken to answer questions 
about relationships between variables with the purpose of explaining, 
predicting and controlling phenomena. Quantitative research is based on 
positivistic methodologies for developing knowledge (i.e. cause-and-effect 
relationships; reduction of specific variables in the analysis; and the use of 
statistical measurement and observation) (Creswell 2003:18; De Vos, 
Strydom, Fouché and Delport 2002:79). Further, quantitative research 
employs strategies of inquiry, such as experiments and surveys, and 
collects data, using research instruments that yield statistical data. A 
quantitative approach therefore involves collecting and analysing data that 
can be mathematically and/or statistically interpreted and analysed (Collis 
and Hussey 2003:13).  
 
 Qualitative research is typically used to answer questions about the 
complex nature of phenomena, often with the purpose of describing and 
understanding such phenomena from the participants’ point of view (Leedy 
and Ormrod 2005:94). Lancaster (2005:67) argues that the qualitative 
research approach is mainly used when the researcher needs to gather 
and analyse detailed data that cannot be mathematically or statistically 
interpreted and analysed, such as ideas, attitudes or feelings. Creswell 
(2003:17) states that the qualitative researcher collects data using a 
research instrument, or gathers information by means of a behavioural 
checklist. Qualitative research is, therefore, fundamentally interpretive. This 
implies that the researcher interprets the data and then draws conclusions 
about its meaning (Creswell 2003:182; De Vos et al. 2002:79). 
 
 
 
The question now arises into which category the research in question should be 
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classified. Given the relationships shown in Figure 1.7 of Chapter One and the 
fact that the primary data on product quality and consumers’ satisfaction will be 
of a quantitative nature, it is evident that this research should be classified as 
quantitative (positivistic). The quantitative approach is more appropriate for a 
study where a hypothetical model containing seven independent variables must 
be empirically tested. Each of the seven independent variables impact on 
consumers’ perceived product quality (intervening variable), particularly in 
respect of expected (perceived) and actual product quality (Gap 5). With 
product quality hypothesized as an antecedent of satisfaction, the impact of 
product quality on the level of consumers’ satisfaction (dependent variable) will 
be assessed. The outcome of this comprehensive primary research objective 
will be closely linked to the development of marketing strategies applicable to 
retail stores in South Africa, to help develop the FMCG industry in South Africa. 
 
2.2.2 Exploratory, descriptive, analytical and predictive research 
 
The concepts exploratory, descriptive, analytical and predictive must first be 
briefly explained before a decision can be motivated on how the research in 
question should be classified. 
 
 Exploratory research is undertaken to reveal the issues related to the 
problem definition (Jankowicz 2005:199). An outstanding characteristic of 
exploratory research is that it is ideally undertaken when few or no earlier 
studies have been conducted on a research problem that may serve to 
verify findings (Collis and Hussey 2003:10; Zikmund 2003:54-55). Gaining 
insights and a better understanding of the research problem, which ensures 
a more rigorous investigation, is a further feature of exploratory research. 
This type of research looks for patterns, ideas or hypotheses, rather than 
testing or confirming the hypotheses. A substantial amount of prior research 
- 46 - 
on the FMCG industry, product quality, and consumer satisfaction has been 
undertaken, implying that this study will not carry strong exploratory 
features. 
 
 Descriptive research characteristically describes phenomena as they exist. 
It is used to identify and obtain information on the characteristics of a 
specific problem or issue (Zikmund 2003:55). The aim of descriptive 
research is to describe or define a problem, often by creating a profile of a 
group of problems, people or events (Blumberg et al. 2005:10). Descriptive 
research examines problems more intensively than exploratory research, 
since it also ascertains and describes the characteristics of the pertinent 
issues (Collis and Hussey 2003:11). The variables impacting on product 
quality and consumers’ satisfaction associations were identified and 
operationalised in Chapter One and will be further discussed in Chapter 
Three.  
 
 Analytical or explanatory research goes beyond merely describing the 
characteristics of phenomena; it also analysis and explains why or how 
events are happening. The aim of analytical research is to understand 
phenomena by discovering and measuring cause-and-effect relationships 
between them (Collis and Hussey 2003:11; Zikmund 2003:56). In analytical 
research, theories or hypotheses need to be constructed and formulated to 
account for the variables that caused certain phenomena (Blumberg et al. 
2005:10). An important element of analytical research is identifying and, 
possibly, controlling the variables in the research activities, since this allows 
for a better explanation of the critical variables or the causal links between 
the different characteristics thereof. Given the hypothetical model as shown 
in Figure 1.7 of Chapter One, characteristics of analytical research feature 
prominently in a decision on how this study on perceived product quality and 
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consumers’ satisfaction should be classified. 
 
 According to Blumberg et al. (2005:12), predictive research goes even 
further than analytical research and is rooted equally in theory and 
explanation. Predictive research generalises from the analysis by predicting 
certain phenomena on the basis of hypothesised relationships. If the 
predictive research can provide a valid, robust solution based on a clear 
understanding of the relevant causes, the solution to a problem in a 
particular study will be applicable to similar problems elsewhere (Collis and 
Hussey 2003:12). This type of study often calls for a high level of inference. 
Once a phenomenon can be explained and predicted, a capability to control 
it is expected (Blumberg et al. 2005:12). 
 
As explained in Section 1.6 of Chapter One, the purpose of this research is 
firstly, to empirically test the hypothetical model and the associated hypotheses 
(as phrased in Section 1.4 of Chapter One); and, secondly, based on the 
findings of the research, to develop appropriate FMCG retail marketing 
strategies suitable for implementation to address potential differences in 
product quality and consumers’ satisfaction. Based on the findings, the further 
development of the FMCG industry and market in South Africa is an important 
consideration of the purpose and objectives of this research. Taking the 
purpose of the study and the objectives of the research into account, this 
research can at best be defined as analytical. Further, the hypothetical model 
(Figure 1.7) of Chapter One reflects that three sets of hypotheses will be tested. 
These cause-and-effect features further motivate the analytical classification.   
 
 
 
2.2.3 Deductive and inductive research 
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The concepts deductive and inductive pertain to the type of methodological 
reasoning that takes place during the research process. Deductive research is 
undertaken when a conceptual and theoretical structure is developed and then 
tested by empirical observations (for example, the hypothetical model as 
depicted in Figure 1.7 of Chapter One). This reasoning implies that particular 
instances are deduced from general inferences (Collis and Hussey 2003:15). 
 
Deductive and inductive research is further characterised by the following 
features: 
 
 Deductive research reasoning develops theories or hypotheses about a 
problem and then tests these theories or hypotheses through empirical 
observations (Lancaster 2005:22). A deduction is valid if it is impossible for 
the conclusion to be false if the underlying premises in question are true 
(Blumberg et al. 2005:22; Zikmund 2003:47-56). Deductive research is 
further characterised by cause-and-effect relationships, which are clearly 
associated with the positivistic research paradigm. 
 
 Inductive research reflects a reasoning process through which a general 
proposition is established on the basis of the observation of particular facts 
(Zikmund 2003:47). This mental process of inductive research implies that 
general inferences are induced from particular instances. Therefore, 
inductive research essentially reverses the process found in deductive 
research and is a key feature of qualitative research (Lancaster 2005:25).  
 
Given the explanation of the concepts ‘deductive’ and ‘inductive’, the research 
in question can confidently be labelled as deductive. As explained in Chapter 
One, general theories on product quality and consumer satisfaction (from 
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secondary sources) were applied in developing the hypothetical model, as 
presented in Figure 1.7. The hypothetical model, which depicts 
cause-and-effect relationships, will also be tested empirically, using statistical 
data. As stated, the underlying deductive methodological assumption clearly 
points towards a positivistic research paradigm, which will be presented further 
in Section 2.3 of this chapter. 
 
2.2.4  Applied and basic research 
 
It is possible to classify research into either applied or basic research. The 
distinguishing features of applied and basic research are the following: 
 
 Applied research is characterised by the usage of the research findings to 
solve a specific, existing problem (Collis and Hussey 2003:13; Zikmund 
2003:7). Therefore, this type of research has a practical problem-solving 
emphasis, which means that it is conducted in order to find answers to 
specific questions (particularly business-related questions), related to action, 
performance or policy needs (Blumberg et al. 2005:13). 
 
 Basic research, on the other hand, is sometimes also referred to as 
fundamental or pure research. When the research problem is of a less 
specific nature, and when the research is conducted primarily to improve the 
understanding of general issues, without emphasis on immediate 
application, basic research is undertaken (Collis and Hussey 2003:14; 
Zikmund 2003:7). Blumberg et al. (2005:13) are of the opinion that basic 
research is also problem-solving based. It aims to solve a perplexing 
question of a theoretical nature that has little direct impact on action, 
performance or policy decisions. 
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The aim of the research in question is to apply its findings to solve specific and 
existing problems (to address retail marketing strategies to help develop the 
FMCG market in South Africa). Therefore, the research in question will be 
classified as applied research as it carries strong application and practical 
useful features. 
 
2.2.5  Conclusions on types of research 
 
Based on the discussion above, the following may be concluded: firstly, the 
research in question will be of a quantitative nature. This categorisation is 
based on the relationships depicted in the hypothetical model (Figure 1.7, 
Chapter One), which shows that specific data will be sourced on independent 
variables, the intervening variable (perceived product quality) and the 
dependent variable (consumers’ satisfaction), which will require statistical 
analysis. Secondly, the research clearly carries typical analytical features, 
because the impact of the independent variables on the intervening variable 
and the dependent variable will be assessed. Thirdly, this research can be 
labelled as deductive, because the research in question develops a 
hypothetical model (Figure 1.7) and then tests this hypothetical model 
empirically. Finally, this research may be classified as applied, because the 
findings of the research in question will be instrumental in developing the 
FMCG market in South Africa. 
 
 
 
 
 
 
2.3  DIFFERENT RESEARCH PARADIGMS 
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2.3.1  Introduction of two main research paradigms 
 
Among the various basic research approaches that exist, two main research 
paradigms or philosophies may be distinguished, despite considerable 
overlapping, respectively referred to as “positivist” and “phenomenological” 
(Collis and Hussey 2003:47). Some authors (Blumberg et al. 2005:18; 
Jankowicz 2005:111) prefer to use the philosophical perspective towards 
research to prevent confusion with a methodology known as phenomenology. 
The phenomenological paradigm is also known as the qualitative, subjectivist, 
humanistic or interpretive research paradigm (Collis and Hussey 2003:47). The 
positivistic paradigm is alternatively known as the quantitative, objectivist, 
scientific, experimentalist, or traditionalist research paradigm. 
 
The methodological assumption underlying research is concerned with the 
research process. Positivists usually apply a deductive reasoning process, 
looking for cause-and-effect relationships, and their research is deemed to be 
accurate and reliable, through validity and reliability. Phenomenologists, on the 
other hand, apply the inductive process, searching for patterns that may be 
repeated in other similar situations (Collis and Hussey 2003:50). 
 
The two main paradigms will now be examined in greater detail to reach a 
motivated decision regarding the adoption of an appropriate research paradigm 
for this study. 
 
 
 
 
2.3.2  Positivistic (quantitative) paradigm 
- 52 - 
 
Positivistic paradigms comprise several beliefs about how a researcher can 
make sense to others. These paradigms are based on the assumption that 
nobody is perfect; all human beings are fallible. Positivism is based on realism: 
it searches for the truths ‘out there’. Truth can be recognised in only two ways: 
by seeing that an assertion makes sense by itself and is consistent with 
deductions made from it; or by recognising that it is supported by empirical 
evidence (Jankowicz 2005:110). 
 
The positivistic paradigm is founded on the belief that human behavioural 
studies should be conducted in the same way as studies in the natural sciences. 
This belief is based on the assumption that social reality is independent of 
research objectives and exists regardless of whether or not we are aware of it. 
Therefore, the ontological debate of what constitutes the nature of reality can 
be kept distinct from the epistemological question of how a researcher can 
obtain knowledge of that reality. The act of investigating reality has no effect on 
that reality (Blumberg et al. 2005:18-19; Collis and Hussey 2003:52). 
 
Positivists’ response to the question regarding the nature of the relationship 
between the researcher and the problem is based on three fundamental 
principles: 
(i) The social world exists externally and is viewed objectively. 
(ii) Research is value-free. 
(iii) The researcher is independent, taking the role of an objective analyst. 
 
The above principles may be seen as the epistemological assumption (i.e. the 
relationship of the researcher to what is researched) underlying the quantitative 
approach (Blumberg et al. 2005:18). 
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2.3.3  Phenomenological (qualitative) paradigm 
 
The phenomenological paradigm or mindset towards research is concerned 
with understanding human behaviour from the participant’s own frame of 
reference. Phenomenological mindsets focus on the meaning rather than on 
the measurement of social problems (Collis and Hussey 2003:53). 
Phenomenological research describes the meaning several individuals attach 
to the actual experiences related to a concept or a phenomenon (Miller and 
Salkind 2002:51). This paradigm essentially searches for the core or central 
underlying meaning of the experience related to the problem. This implies that 
researchers who have adopted the phenomenological approach have to 
interact personally with the objects (units of analysis) being investigated. They 
would often seek an expert opinion to answer their research questions, rather 
than sample a large group within the research population.  
 
The principles of the phenomenological paradigm can be summarised in terms 
of the following: 
 
 The social world is constructed and is given meaning subjectively by people. 
 The researcher is part of what is observed. 
 Research is driven by the interests of the researcher (Blumberg et al. 
2005:19). 
 
Collis and Hussey (2003:53-55) are of the opinion that the phenomenological 
paradigm developed as a result of criticism levelled against the positivistic 
paradigm.  
 
 
The phenomenological paradigm has the following features, namely: 
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 It tends to produce qualitative data. 
 It is concerned with generating theories, using the inductive approach. 
 Data is rich and subjective. 
 It generalises from one setting to another. 
 It uses small samples. 
 
2.3.4 Comparison between positivistic (quantitative) and phenomenological 
(qualitative) paradigms 
 
Table 2.2 recapitulates the key features of the two main research paradigms. 
 
Given the nature of the problem statement and the identified research 
objectives, the positivistic approach seems most appropriate to gauge the 
opinions (perceptions) of consumers of FMCG in respect of product quality and 
their satisfaction levels.  
 
 
 
 
 
 
 
 
 
 
 
 
 
TABLE 2.2: Key features of the two main paradigms 
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Positivistic (quantitative) 
paradigm 
Phenomenological (qualitative) 
paradigm 
Epistemological roots in positivism Epistemological roots in phenomenology 
Purpose is to test predictive and 
cause-and-effect hypotheses about social 
reality 
Purpose is to construct detailed 
descriptions of social reality 
Concerned with hypotheses testing Concerned with generating hypotheses 
Reasoning process utilises deductive logic Reasoning process utilises inductive logic 
Suitable for a study of phenomena that are 
conceptually and theoretically well 
developed; seeks to control phenomena 
Suitable for a study of a relatively 
unknown terrain; seeks to understand 
phenomena 
Concepts are converted into operational 
definitions; results appear in numeric form 
and are eventually reported in statistical 
language 
Participants’ natural language is used in 
order to come to a genuine understanding 
of their world 
The research design is standardised 
according to a fixed procedure and can be 
replicated 
The research design is flexible and unique 
and evolves throughout the research 
process; there are no fixed steps that 
should be followed and the design cannot 
be exactly replicated 
Data are obtained systematically and in a 
standardised manner 
Data sources are determined by the 
information richness of settings; types of 
observations are modified to enrich 
understanding 
Tends to produce quantitative data Tends to produce qualitative data 
Uses large samples Uses small samples 
Data is highly specific and precise Data is rich and subjective 
Location is artificial Location is natural 
Reliability is high Reliability is low 
Validity is low Validity is high 
Generalises from sample to population Generalises from one setting to another 
The unit of analysis is variables that are 
atomistic (i.e. elements that form the 
whole) 
The unit of analysis is holistic, 
concentrating on the relationships 
between elements, contexts, etc.; the 
whole is always more than the sum 
Sources: Adapted from Collis & Hussey (2003:55) and De Vos et al. (2002:81)  
 
 
2.3.5  Conclusions: motivation for adopted research paradigm 
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Table 2.3 is further instrumental in providing final convincing arguments in 
favour of the positivistic paradigm as the appropriate research approach for this 
study. Questions are posed in the first column of Table 2.3 and responded to in 
terms of both the positivistic and phenomenological approaches (second and 
third columns). These questions must also be linked to the problem statement, 
the hypotheses of this study, the purpose of the research and the research 
objectives. It is evident that the responses linked to the qualitative approach 
(second column) mirrors the best potential outcomes when testing the 
hypothetical model (Figure 1.7 of Chapter One) pertaining to product quality 
and consumers’ satisfaction. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
TABLE 2.3:  Motivation for the decision on positivistic (quantitative)  
approach 
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Question Positivistic (quantitative) Phenomenological (qualitative) 
What is the purpose 
of the research? 
• To explain and predict 
• To confirm and validate 
• To test theory 
• To describe and explain 
• To explore and interpret 
• To build theory 
What is the nature of 
the research 
process? 
• Focused 
• Known variables 
• Established guidelines 
• Predetermined methods 
• Somewhat context-free 
• Detached view 
• Holistic 
• Unknown variables 
• Flexible guidelines 
• Emergent methods 
• Context-bound 
• Personal view 
What is the data like, 
and how is it 
collected? 
• Numeric data 
• Representative, large 
sample 
• Standardized instruments 
• Textual and/or image-based data 
• Informative, mall sample 
• Loosely structured or 
non-standardised observations 
and interviews 
How is data 
analysed to 
determine its 
meaning? 
• Statistical analysis 
• Stress on objectivity 
• Deductive reasoning 
• Search for themes and categories 
• Acknowledgment that analysis is 
subjective and potentially biased 
• Inductive reasoning 
How are the findings 
communicated? 
• Numbers 
• Statistics, aggregated data 
• Formal voice, scientific 
style 
• Words 
• Narratives, individual quotes 
• Personal voice, literary style 
Source: Adapted from Leedy and Ormrod (2005:96) 
 
In addition to the above arguments, the questions posed in Table 2.3 can 
collectively be answered as follows:  
 
The construct of Figure 1.7 (Chapter One) shows a relationship between the 
independent variables on the perceived product quality (intervening variable) 
and consumers’ satisfaction (dependent variable) and the influence of 
perceived product quality on consumers’ satisfaction (dependent variable). 
Quantitative data will also be sourced from the sampling frame of South African 
consumers of FMCG shopping at Pick ‘n Pay Hypermarket. This implies that a 
large sample of respondents will be drawn to source primary data that will be 
suitable for statistical analysis. The decision to adopt the positivistic paradigm 
requires the researcher to use a sufficiently large sample, so that the findings 
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from a representative sample may be taken to be true for the entire population.  
 
As depicted in Figure 1.7 of Chapter One, the perceptions of consumers 
regarding product quality and overall levels of consumer satisfaction must be 
assessed in this study. The positivistic research paradigm and its associated 
data collection and data analysis methodologies are therefore regarded as the 
most appropriate to give effect to the research objectives and test the 
hypotheses of this research as stated in Section 1.4 of Chapter One. 
 
The phenomenological paradigm is not relevant for this research, because a 
hypothetical model is to be tested empirically. Further, the research in question 
will focus on testing hypotheses rather than generating theories, as would apply 
in terms of the phenomenological paradigm. 
 
2.4 CRITERIA FOR A WELL-DESIGNED RESEARCH PROJECT 
 
Having explained why the positivistic paradigm has been identified as the 
appropriate research methodology for this study, it is important to ensure that 
the criteria for a well-designed research project are imbued in the overall design 
framework of this study (see Figure 2.1 of this chapter). Three basic sets of 
criteria are widely used to evaluate a well-designed research project. They are: 
reliability; validity; and generalisability. Besides the above, a collection of other 
criteria may be added. It is important to demonstrate how this research project 
accommodates the above-mentioned criteria.  
 
 
 
2.4.1  Reliability 
 
- 59 - 
Collis and Hussey (2003:58) argue that reliability is concerned with the 
credibility of the research findings. Research findings are considered reliable if 
another researcher obtains the same results on replicating the research. 
Zikmund (2000:280) is of the opinion that reliability relates to the degree to 
which measures are free from error and therefore yield consistent findings. 
According to Blumberg et al. (2005:385), reliability means many things to many 
people, but in most contexts the notion of consistency emerges. Reliability 
pertains to the accuracy and precision of a measurement procedure. 
 
A research instrument is deemed to be reliable to the extent that it contributes 
towards consistent results. A typical example is a bathroom scale that 
consistently overweighs a person by five kilograms. If the scale erratically 
overweighs from day to day, it is not reliable and can therefore not be regarded 
as valid. Reliability is a necessary contributor to validity but is, however, not a 
sufficient condition for validity (see Section 2.4.2 of this chapter) (Blumberg et al. 
2005:385). 
 
The reliability of the findings of a research project is closely linked to the 
methods of data sourcing and the design of the research instrument 
(questionnaire). Positivists can follow a number of reliability estimates to ensure 
the authenticity of their findings. Several experts (Blumberg et al. 2005:385-389; 
Leedy and Ormrod 2005:93; Collis and Hussey 2003:186-187; Zikmund 
2003:300-301) are of the opinion that the reliability of research responses (and 
the research instrument) can be enhanced in the following three ways: 
 
 
 
(i) Test re-test method: In this method, the same questionnaire is administered 
twice to the same respondents, but on two separate occasions. The 
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responses for the two ‘tests’ are correlated and a correlation coefficient for 
the two sets of data is computed, thus providing an index of reliability. The 
interpretation of correlation coefficients (zero, negative, positive) is 
well-known in statistical literature. 
(ii) Split-halves method or parallel forms: The questionnaires are divided into 
two equal halves (numbers) and the correlation coefficient of the two sets of 
data is then computed and interpreted. 
(iii) Internal consistency: The aim of this method is to establish which items on 
the research instrument are homogeneous and reflect the same underlying 
constructs, for example, the constructs on which the research in question is 
founded. Every item in the questionnaire (research instrument) is correlated 
with every other item across the entire sample and the average inter-item 
correlation is used as the index of reliability. The outcome of the 
calculations is the Cronbach alpha reliability coefficients (Cooper 
1983:141-146). For the research in question, Cronbach alpha reliability 
coefficients will be calculated to assess the reliability of the research 
instrument. 
 
In addition to testing for acceptable Cronbach alpha coefficients, the reliability 
of the research instrument was enhanced in several ways. Firstly, the research 
instrument was extensively pilot tested, followed by a Cronbach alpha reliability 
coefficients calculation to ensure that the items in the research instrument 
actually were associated with each other. This was done before the research 
instrument was administered. Secondly, the research instrument (questionnaire) 
was administered in a consistent manner; in other words, a standardised 
procedure was used to administer the questionnaire to the respondents. Thirdly, 
specific criteria were established for this research, e.g. the choice of an 
appropriate research design with appropriate data collection and analysis 
methodologies (Leedy and Ormrod 2005:93).  
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Measures taken to ensure the reliability of this research included: designing a 
relevant and contextualised questionnaire (research instrument); using 
secondary data sources; and identifying appropriate methods of selecting a 
sample and sample size. The selection and drawing of the sample, as well as 
the statistical procedures used, will be described in Chapter Five. 
 
2.4.2  Validity (internal validity) 
 
In Section 1.5 of Chapter One, this research was aligned to structural equation 
modelling (SEM). Since SEM is a confirmatory approach, the validation of the 
measuring instrument is of prime importance (Bollen 2002:605-634; Kline 
2005).  
 
A study is deemed to be valid if it actually measures what it is supposed to 
measure and if there are no logical errors in drawing conclusions from the data. 
There are many descriptions of the different types of validity, but they all have to 
do with threats and biases which could undermine the meaningfulness of the 
research (Cooper and Schindler 2003:231-236; Hair et al. 1998:119-120). 
Researchers sometimes disagree on the types of validity and the definitions 
thereof. However, the emphasis should be more on the types of questions 
researchers should ask regarding the validity of research.  
 
It is important that research findings reflect accurately what is actually 
happening ‘out there’, for example, the environment of the research (Collis and 
Hussey 2003:58-59). A research instrument must have the ability to measure 
what it intends to measure before claims of validity can be made (Blumberg et 
al. 2005:380). Validity can also be defined in terms of the absence of 
self-contradiction (Lancaster 2005:71). Validity is closely linked to the research 
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instrument used.  
 
As stated, the validity of a research instrument is the extent to which it 
measures what it is supposed to measure (Leedy and Ormrod 2005:28). 
Validity takes on different forms; each form is important in different situations 
(Blumberg et al. 2005:380; Leedy and Ormrod 2005:28; Zikmund 
2003:301-304). 
 
The various forms of validity include: 
 Face validity, which is the extent to which, on the surface, an instrument 
appears to be measuring a particular characteristic. An example is when 
subjective agreement exists among professionals that a scale logically 
appears to reflect accurately what it intends to measure (Zikmund 
2003:302). 
 Content validity, which is the extent to which a research instrument is able 
to reflect the findings in respect of a representative sample of the content 
area (domain) being measured. 
 Criterion validity, which reflects the success of the measure used for 
prediction or estimation. 
 Construct validity, which, according to Zikmund (2003:303), is established 
by the degree to which a measure confirms a network of related 
hypotheses generated from a theory based on the concepts. Construct 
validity implies that the empirical evidence created by a measure is 
consistent with the theoretical logic about the concepts. When researchers 
ask questions (or make statements) as a way of assessing an underlying 
construct, they should have obtained some kinds of evidence that their 
approach does, in fact, measure the construct in question (Leedy and 
Ormrod 2005:92). Construct validity is established during the statistical 
analysis of the data. The related concept, discriminant validity, can be 
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assessed only during the data analysis phase to be done in Chapter Six. 
 
As mentioned in previous sections, the positivistic paradigm focuses on the 
precision of measurement and the ability to repeat the experiment. Research 
errors, such as faulty research procedures, poor samples and inaccurate or 
misleading measurement, can undermine validity (Collis and Hussey 2003:59). 
Jankowicz (2005:111) also argues that measurement should be accurate, 
reflecting the information contained in the data in an unbiased way, to ensure 
validity.  
 
For this research, it is imperative that validity be ensured. To meet this 
requirement, preconditions are as follows:  
 The overall research design of the study must be sound;  
 The most relevant research procedures must be adopted;  
 Appropriate samples must be drawn;  
 Suitable statistical procedures must be followed.   
 
Having presented the requirements pertaining to reliability and validity, a valid 
question is: “How is reliability related to validity?” Collis and Hussy (2003:58) 
state that a measure may be reliable but not valid, but it cannot be valid without 
being reliable. This implies that reliability is a necessary condition but not a 
sufficient one for validity.  
 
2.4.3  Generalisability (external validity) 
 
Generalisability can be defined as the extent to which the researcher can come 
to conclusions about one thing (often a population), based on information on 
another (often a sample). In other words, generalisability is the ability to 
generalise beyond the data of an experiment to other subjects or other groups 
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in the population under study (Zikmund 2003:273). Generalisability is 
concerned with the application of research findings to cases or situations 
beyond those examined in the study (Collis and Hussey 2003:59). With regard 
to the research in question, generalisability implies that the findings of the 
sample can be applied to the entire population of consumers in respect of their 
perceptions on product quality and satisfaction. 
 
2.4.4  Other criteria for a well-designed research project 
 
According to Jankowicz (2005:55-56) and Collis and Hussey (2003:19), in 
addition to reliability, validity and generalisability as important basic research 
requirements, a good research project should display additional characteristics, 
such as :  
 
 Originality: This requires that the researcher should have the capacity to act 
or to think independently regarding the research topic and not to simply 
copy someone else’s work. Originality is therefore an important attribute 
when research is conducted. In this research, originality was demonstrated 
by the construct of Figure 1.7 of Chapter One (hypothetical model 
pertaining to product quality and consumers’ satisfaction).   
 A scientific theoretical base: This criterion requires a critical and 
contextualised literature review on which the research is founded. For the 
research in question, an analysis of the relevant secondary sources will be 
undertaken in Chapters Three and Four. This analysis of secondary 
sources was also used to generate the statements in the research 
instrument (questionnaire). 
 
 Purposiveness: This criterion refers to the requirement that the researcher 
should have a clear purpose and objectives in mind with the research, as 
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was demonstrated in Sections 1.2, 1.6 and 1.7 of Chapter One.  
 Logical research framework: This requirement is underpinned by Figure 2.1 
of this chapter, which depicts the research design framework of this 
research. 
 An analytical approach: The meaning and context of analytical research 
was explained in Section 2.2.1 of this chapter.  
 Underpinned by a hypothetical model and testable hypotheses: The 
hypothetical model that will be tested empirically was presented in Figure 
1.7, and the hypotheses, based also on evidence from secondary sources, 
were discussed in Section 1.4 of Chapter One. 
 Integration between research methodology, literature review, data analysis 
and conclusions: This holistic requirement will be demonstrated in Chapter 
Seven, where the conclusions of the research, which follow logically from 
the findings, will be presented. The research findings have to contribute 
towards the existing body of knowledge in respect of products, product 
quality, consumer satisfaction, FMCG, and strategic marketing. The 
implications of the findings will be explained and the recommendations 
presented in robust and practical terms.  
 
2.5 METHODS OF DATA SOURCING AND ANALYSIS 
 
In Figure 2.1, ‘research methodology’ (numbered 2.5) is shown on the 
right-hand side of the research title block. Methodology refers to the overall 
approach to the research process, as explained in this chapter. Methods, on the 
other hand, refer to the various means through which data can be collected 
(sourced) and/or analysed. 
 
Two types of data will be sourced in this study, namely secondary and primary 
data. In this research, secondary data will be sourced from existing sources by 
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means of an extensive literature review of research methodologies, FMCG 
literature and literature on related concepts; while primary (raw) data will be 
sourced by means of a survey. A survey follows a positivistic methodology, in 
terms of which a sample of subjects is drawn from a population and studied to 
make inferences about the population. When the population is large, as in the 
case of consumers of FMCG, it would be too time-consuming and expensive to 
collect data about all the members of the population, and therefore only a 
sample of the whole population is used. The sample to be drawn will be 
representative, to make it possible to use statistical techniques to demonstrate 
the likelihood that the characteristics of the sample will also be found in the 
whole population. In another words, it will be possible to generalise from the 
research findings (Jankowicz 2005:221; Collis and Hussey 2003:63-64). 
 
The primary data sourcing methods and the data analysis for this research will 
be discussed in the following sections. 
 
2.5.1  Primary data sourcing 
 
Quantitative primary (raw) data will be sourced to test the hypothetical model 
(Figure 1.7). The population represents technically all consumers of FMCG in 
2008, from which a representative sample will be drawn.  
 
For the purpose of this research, the sampling frame is limited to consumers 
shopping at Pick ‘n Pay Hypermarket in Port Elizabeth. This limitation of the 
sampling frame is based solely on practical considerations in sourcing the 
required data. Non-probability (convenience) and judgmental (purposive) 
samples were drawn by administering the research instrument to the identified 
sampling frame. The desired sample response is a function of the number of 
statements in the research instrument times five (5), in order to perform the 
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required statistical analysis. Chapter Five will elaborate on the sample size and 
response rates obtained. 
 
2.5.2  Research instrument (questionnaire) 
 
The research instrument comprises two sections. Section A consists of 49 
statements on perceptions about product quality and consumers’ level of 
satisfaction. Respondents were requested to use a Likert seven-point interval 
scale to indicate their perceptions about the product quality and satisfaction 
levels they have experienced. This interval scaled instrument will enable the 
researcher to perform the inferential statistical data analysis (as described in 
Section 2.5.3 of this chapter) (Cooper and Schindler 2003:227-228; Leedy and 
Ormrod 2005:26-27). Section B of the questionnaire elicits biographical data of 
the respondents such as gender, ethnicity, income level, education, and age. 
 
The design and compilation of the research instrument was based on an 
intensive analysis of secondary sources on products, product quality, consumer 
satisfaction, FMCG, and strategic marketing. This analysis served to address 
the important dimension of the validity of the research instrument. The newly 
designed research instrument was first tested in a pilot study before it was 
finally administered to respondents. All required steps were taken to ensure the 
reliability, validity and generalisability of the research instrument (Leedy and 
Ormrod 2005:27-29; Collis and Hussey 2003:58-60; Cooper and Schindler 
2003:231-239). 
 
 
 
The questionnaire was administered by the researcher himself. A dedicated 
table was set up at the entrance to Pick ‘n Pay Hypermarket where the 
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researcher could assist consumers where necessary. In addition, free coffee 
and promotional pamphlets on the stores’ current specials were also availableto 
the respondents.  
 
A dedicated chapter (Chapter Five) deals with the primary data sourcing. A 
complete explanation will be offered in Chapter Five on the methods of data 
sourcing, the sample size, usable questionnaires, and other related 
considerations. 
 
2.5.3  Data analysis 
 
The data analysis will consist of seven phases. Firstly, the data will be 
subjected to a confirmatory factor analysis to validate the measurement model 
by assessing the construct (convergent, discriminant and nomological) validity 
of the pre-specified (predicted) factors (Zikmund 2003:243). According to 
Hackley (2003) confirmatory factor analysis (CFA) seeks to determine if the 
number of factors and the loadings of independent (indicator) variables on them 
conform to what is expected on the basis of pre-established theory. Indicator 
variables are selected on the basis of prior theory and factor analysis is used to 
see if they load as predicted on the expected number of factors. Secondly, the 
reliability (internal consistency) of the research instrument will be assessed by 
means of Cronbach alpha reliability coefficients (Cooper and Schindler 
2006:322-323). 
 
This phase will be followed by a multiple linear regression analyses which will 
be used to test the impact of independent variables on the intervening variable. 
In order to test the second set of hypotheses (null and alternative hypotheses 
dealing with consumers’ expected product quality and their actual experiences) 
one-sample t-tests will be utilized (Cooper and Schindler 2006:506). 
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Additionally, mean scores and relative percentage ratings on consumers’ 
expected and perceived product quality levels will also be calculated and 
interpreted. Cohen's d may be an appropriate effect size measure to use in the 
context of a t-test on means. d is defined as the difference between two means 
divided by the pooled standard deviation for those means. Cohen (1988) 
argued that the standard deviation of either group could be used when the 
variances of the two groups are homogeneous. Thus, in the case where both 
samples are the same size, 
 
where  and  are the mean and standard deviation for group i, for i = 
1, 2.  Finally, bivariate linear regression analyses will be used to test the third 
set of hypotheses (impact of perceived product quality on consumers’ overall 
levels of satisfaction). 
 
Chapter Six presents the data analysis and empirical findings. As in the case of 
data sourcing, the methods of data analysis followed in this research will be 
discussed. 
 
2.6 SUMMARY AND CONCLUSIONS 
 
This chapter described the overall research design and methodology to be 
used in this study. The questions why, what, when, where, how and onto whom 
the research was conducted, were answered in this chapter. At the beginning of 
this chapter, a research design framework for the research on brand identity 
and brand image was presented (Figure 2.1). 
 
It was motivated that the research in question carries outstanding quantitative 
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features; it is labelled analytical due to the relationships to be researched; the 
method of reasoning is deductive; and the research findings have a strategic 
implication, which is a feature of applied research. 
 
An analysis of the problem statement, hypotheses, research objectives and the 
type of data to be sourced collectively suggested that a positivistic research 
methodology should be adopted. The criteria for a well-designed research 
project were described, with an indication how these requirements would be 
addressed in this research. Finally, a brief overview of the strategies dealing 
with primary data sourcing and data analysis was provided. 
 
By presenting the research design framework, it is evident that the researcher 
is aware of the following points: 
 types of research and how the research in question should be classified 
 different research paradigms and the necessity to motivate the choice of 
the adopted paradigm 
 criteria for a good research project and the implementation thereof 
 methods of data sourcing and analysis 
 
The following two chapters will present an analysis of secondary sources 
dealing with products, product quality, consumer satisfaction, FMCG, the South 
African retail industry, marketing, marketing strategies, and other related 
business concepts. 
 
 
________ II ________ 
  
CHAPTER THREE 
PERSPECTIVES ON PRODUCTS, PRODUCT QUALITY, CONSUMER 
SATISFACTION, AND FAST-MOVING-CONSUMER-GOODS 
 
3.1 INTRODUCTION 
 
Chapters three and four address the second secondary research objective as 
stated in Section 1.7.2 of Chapter One, namely to execute an in-depth analysis 
of the relevant secondary sources. Secondary sources refer to all related 
literature published on the research topic, including research per se. The 
fundamental purpose of sourcing and analysing secondary sources, which is 
part of the overall data sourcing activity related to the research, is to become 
more knowledgeable, and to gain a holistic insight into the problem to be 
researched. Only through acquiring a holistic understanding of the problem, 
was it possible to construct a hypothetical model on product quality and 
consumers’ satisfaction.  
 
The prime motivation for undertaking a thorough and systematic analysis of 
secondary sources was to design an effective research instrument, i.e. the 
questionnaire that will be administered to the respondents in order to source the 
primary data.  
 
From the above, the important role and function of the systematic sourcing and 
analysis of literature should be evident. An analysis of secondary sources must 
be done with great care in an effort to condense the meaning of the various 
business management models and theories underlying the research. Before 
using any secondary sources, the credibility of such sources must first be 
assessed.  
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In respect of previously published research on product quality, FMCG, and 
related business concepts, the following must first be ascertained (Collis and 
Hussey, 2003:80-86):  
 
 What was the purpose of the study, and how does it differ from other 
studies and the research in question?  
 How was the research conducted, and how does it differ from other studies 
and the research in question? 
 What were the findings, and how do they differ from the findings of other 
similar studies? 
 What were the limitations and weaknesses of the previous studies? 
 
In addition to the above pertinent questions, the following issues should also be 
assessed to further gauge the credibility and relevance of previously published 
research: 
 
 The objectivity in the case of research reports. 
 Is the unit of analysis properly demarcated? 
 Are the hypotheses or research questions stated unambiguously? 
 Were appropriate research methodologies used? 
 How was the data collection done? When, and by whom? 
 
The purpose of assessing secondary data quality is to ensure validity, reliability, 
accuracy and relevance (Collis and Hussey 2003:84-86). To obtain the best 
data quality for the research in question, all of the above probing questions 
were considered to assess the credibility of the secondary sources which were 
consulted.  
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Chapters Three and Four will present a synthesis of the literature dealing with 
products, product quality, consumers’ satisfaction, FMCG, the South African 
retail industry, and related business management issues. Furthermore, the 
concepts of marketing and marketing strategy will be introduced and 
contextualised to the research in question.Included is a motivation as to why 
product quality is postulated as an antecedent to consumers’ satisfaction. 
 
3.2  PRODUCTS AND THE CONCEPT PRODUCT QUALITY 
 
3.2.1 Defining products 
 
A product is anything that can be offered to a market for attention, acquisition, 
use, or consumption that might satisfy a want or need (Kotler 1997:432).  
 
Products that are marketed include physical goods (e.g. books, groceries, 
automobiles), services (e.g. haircuts, concerts), persons (e.g. Michael Jordan, 
David Beckham), places (e.g. Hawaii, Venice), firms (e.g. American Heart 
Association, ABSA Bank), and ideas (e.g. family planning, safe driving) (Kotler 
1997:432). Therefore, it is clear that products include goods and services, both 
tangible and intangible. 
 
Kotler (1994:16) argues that the product concept holds that consumers will 
favour those products that offer the most quality, performance, or innovative 
features. It is therefore evident that managers of product-orientated firms, such 
as Pick ‘n Pay Hypermarket, should focus their energy on making better-quality 
products and improving them over time. Furthermore, it is manifest that the 
product concept is also based on the idea that actual product offerings, or the 
structure thereof, can be sub-divided into five levels relating to consumer need 
satisfaction, namely: the core benefit, generic product, expected product, 
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augmented product, and potential product. They are defined by Kotler 
(1994:432-435) as follows:  
 
 The core benefit is the fundamental service or benefit that the customer is 
really buying. In the case of consumers of FMCG, for example, the 
customer is buying a “full stomach” or “clean hair”. 
 The generic product refers to the basic version of the product, or core 
benefit. Thus, the store consists of a building with many variations of FMCG 
to suit different needs. In the same way other generic products are 
recognised, for example, a butternut, loaf of bread, or bottle of shampoo. 
 At the third level, an expected or actual product is prepared, which normally 
consists of various attributes and conditions that buyers expect and agree 
to when they purchase this product. Shoppers of FMCG, for example, 
expect fresh produce, and a relatively clean store. Since most retailers of 
FMCG can meet this minimum expectation, consumers will normally have 
no preference and will settle for whichever outlet is more convenient. 
 The augmented service refers to the availability of additional benefits and 
services that distinguish the firm’s (e.g. Pick ‘n Pay Hypermarket) offer from 
competitors’ (e.g. Woolworths, Spar) offers. Pick ‘n Pay Hypermarket, for 
example, can offer a wider selection of FMCG, exotic assortments of fruit or 
flowers, express checkout, etc. 
 The potential product refers to all of the augmentations and transformations 
that the product might ultimately undergo in the future. Whereas the 
augmented product describes what is included in the product today, the 
potential product points to its possible evolution. This is the area where 
firms search aggressively for new ways to satisfy customers and distinguish 
their offer. The most successful firms not only satisfy customers, but also 
delight them. Delighting is a matter of adding unexpected surprises to the 
offer, for example, Pick ‘n Pay Hypermarket may offer customers a personal 
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security guard to escort them to their vehicles, or a complimentary juice 
after a long shopping experience.  
 
To understand the marketing implications of products, their unique features 
need to be identified. However, the concept ‘product quality’ is of corresponding 
importance and will be discussed next. The most important product 
classifications and their marketing-strategy implications will be presented in 
Section 3.2.3. 
 
3.2.2 The concept ‘product quality’ 
 
Quality, as a construct, has traditionally been defined in terms of products. 
However it is a perceptive term, which, when examined closely, means different 
things to different people (Du Plessis and Rousseau 2005:185). Consumers will 
usually recognise a quality product when they see one; therefore defining the 
term ‘product quality’ is accepted as being a difficult process (Du Plessis and 
Rousseau 2005:185; Kotler 1997; Buzzell and Gale 1987).  
 
“Customers want quality” is a slogan frequently mentioned in literature 
(Cheales 2000:15; Hand and Plowman 1992:2). Empirical studies have shown 
that customers consciously evaluate the quality and satisfaction of products 
(Burns and Beach 1994:28). When specific offerings (products and / or services) 
are difficult to evaluate, most consumers will first search for evidence of quality 
(Berry and Bendapudi 2003:100). Thus, the act of searching for evidence 
demonstrates that quality is always in the eye of the beholder (Peters and 
Austen 1985:112). 
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It is important to note that a quality product may be a physical good, a service, a 
store, an organisation, or an idea. For the purpose of the proposed research, 
quality can be described as the totality of features and characteristics of a 
product or service that bear on its ability to satisfy stated or implied needs 
(Kotler 1997:56).  
 
3.2.3 Product classifications and their marketing-strategy implications 
 
According to Kotler (194:434) products have traditionally been classified on the 
basis of varying product characteristics. The thought is that each product has 
an appropriate marketing-mix strategy. Products can be classified into three 
major groups, according to their durability or tangibility (Kotler 1997:436; 
Murphy and Enis 1986:22-42).  
 
(i)  Nondurable goods are tangible goods that are normally consumed in one, 
or a few uses. Examples include beer, soap, and salt. Since these goods 
are consumed fast and purchased frequently (e.g. FMCG), the suitable 
strategy is to make them available in many locations, charge a small 
mark-up, and advertise heavily to induce trial and build preference. 
(ii)  Durable goods are tangible goods that normally have many uses. 
Examples include refrigerators, machine tools, and clothing. Durable 
products normally require more personal selling and service, command 
higher margin, and require more seller guarantees. 
(iii)  Services are activities, benefits, or satisfactions that are offered for sale. 
Examples include haircuts and repairs. Services are intangible, 
inseparable, variable, and perishable. As a result, they usually require 
greater quality control, supplier credibility, and adaptability.  
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Murphy and Enis (1986:22-42) together with Kotler (1994:435-438) present the 
major classifications of consumer and industrial goods and their marketing 
strategy implications. Consumer goods refer to all those products that are 
bought by consumers, whereas industrial goods refer to the vast variety of 
goods and services bought by firms. For the purpose of this research only the 
classification of consumer goods will be relevant. 
 
According to Kotler (1994:436) consumers buy a vast assortment of products, 
and these can be classified on the basis of consumer shopping habits. Thus, it 
can be distinguished between convenience, shopping, specialty, and unsought 
goods. 
 
 Convenience goods refer to merchandise that consumers usually purchase 
frequently, immediately, and with a minimum of effort (i.e. FMCG). 
Examples include cigarettes, coffee, newspapers, and tomatoes. 
Convenience goods can further be divided into the following: 
 Staples are goods that consumers purchase on a regular basis (e.g. 
Aquafresh toothpaste, All-Gold tomato sauce). 
 Impulse goods are purchased without any planning or search effort. 
These goods are usually displayed widely, for example, chocolates and 
magazines are placed next to checkout counters because shoppers 
may not have thought about buying them until physically seeing them. 
 Emergency goods are purchased when a need becomes urgent (e.g. 
umbrellas during a rainstorm). 
 Shopping goods refer to goods that the customer, in the process of 
selection and purchase, characteristically compares on such bases as 
suitability, quality, price, and style. Examples include furniture, clothing, 
used cars, and major appliances. Shopping goods can further be divided 
into the following: 
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 Homogeneous shopping goods are merchandise the buyer sees as 
similar in quality but different enough in price to justify shopping 
comparisons. 
 Heterogeneous shopping goods refer to items such as clothing and 
furniture, where product features are usually more important than the 
price. Sellers of these goods must therefore carry a large selection to 
satisfy individual tastes, as well as boast well-trained salespeople to 
provide accurate information and advice to customers. 
 Speciality goods refer to goods with unique characteristics and / or brand 
identification for which a significant group of buyers are habitually willing to 
make a special purchasing effort. Dealers usually do not need convenient 
locations, but must let prospective buyers know their locations. Examples 
include Harley Davidson motorcycles and Rolex watches. 
 Unsought goods refer to merchandise that consumers do not know about, 
or know about, but do not usually think of buying. New products such as 
touch-screen laptops are unsought goods until the consumer is made 
aware of them through advertising. Examples of known, but unsought 
goods include life insurance and gravestones. 
 
3.3 FAST-MOVING-CONSUMER-GOODS (FMCG) 
 
3.3.1 FMCG defined 
 
Table 3.1 presents an assortment of definitions of the term “Fast Moving 
Consumer Goods”, from a number of different, yet relevant, sources.  
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TABLE 3.1: Key definitions of FMCG 
Source: Definition: 
Coulthart (2007:1) FMCG is a name for a category of products which have a quick turnover and a relatively low cost. 
Loettner (2006:2) 
FMCG are defined as consumer products that have a fast 
turnover and a relatively low price, and include food and 
beverages as well as frequently purchased consumer 
products such as toiletries, cosmetics, cleaning products 
and pharmaceuticals. 
Steele and Ingall 
(2004:12) 
FMCG are those retail goods with a short shelf life, either 
as a result of high consumer demand or because the 
product deteriorates rapidly.  
Baron, Davies, 
and Swindley 
(1991) 
FMCG refer to low-priced items which are used rapidly with 
a single or limited number of consumptions (as opposed to 
consumer durable or consumer service). 
Source: Researcher’s own construction 
 
For the purpose of this research FMCG will be defined, as stated by Loettner 
(2006:2), as consumer products that have a fast turnover and a relatively low 
price, and include food and beverages as well as frequently purchased 
consumer products such as toiletries, cosmetics, cleaning products and 
pharmaceuticals. Accordingly, FMCG are tangible goods that are non-durable, 
somewhat convenient, and normally consumed fast and purchased frequently, 
as described under the preceding section, 3.2.3. 
 
3.3.2 Classification and examples of FMCG 
 
FMCG generally include a wide range of frequently purchased consumer 
products such as toiletries, soap, cosmetics, teeth cleaning products, shaving 
products, detergents, as well as other products such as glassware, bulbs, 
batteries, paper products and plastic goods. FMCG may also include 
pharmaceuticals, consumer electronics, packaged food products and drinks, 
although these are often placed in a separate category (Loettner 2006:2).  
- 80 - 
 
According to Steele and Ingall (2004:12) FMCG such as meats, fruit, 
vegetables, dairy products, and baked goods are highly perishable. Goods 
such as alcohol, toiletries, pre-packaged foods, soft drinks and cleaning 
products have high turnover rates. 
 
Coulthart (2007) stipulates that the retail market for FMCG includes businesses 
in the following International Standard Industrial Classification (ISIC) 
categories: 
 ISIC 5211 retail sales in non-specialised stores  
 ISIC 5219 other retail sales in non-specialised stores  
 ISIC 5220 retail sales of food, beverages and tobacco in specialised stores  
 ISIC 5231 retail sales of pharmaceutical and medical goods, cosmetic and 
toilet articles  
 ISIC 5251 retail sales via mail order houses  
 ISIC 5252 retail sales via stalls and markets  
 ISIC 5259 other non-store retail sales  
 
Supplier industries for FMCGs include; 1511 meat and meat products, 1512 
fish and fish products, 1513 fruit and vegetables, 1514 vegetable oils, animal 
oils and fats, 1520 dairy products, 1531 grain mill products, 1532 starches and 
starch products, 1533 animal feeds, 1541 bakery products, 1542 sugar, 1543 
cocoa, chocolate and sugar confectionery, 1544 macaroni, noodles and 
couscous, 1549 other food products, 1551 spirits and ethyl alcohol, 1552 wines, 
1553 malt liquors and malt, 1554 soft drinks and mineral waters, 1600 tobacco 
products, 2101 pulp, paper and paperboard, 2102 corrugated paper and 
containers, 2109 other articles of paper and paperboard, 2424 soap and 
detergents, cleaning preparations and perfumes (Coulthart 2007).  
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From the above listings, the product classifications and types of products under 
the prevalent term ‘FMCG’ are portrayed. Despite the fact that the profit made 
on individual FMCG is generally small, they usually sell in large numbers and 
thus the cumulative profit on such products can be great. Some of the best 
known examples of global FMCG firms include South African Breweries (SAB 
Miller), Cadbury’s, Nestlé, Unilever, Procter and Gamble, Coca-Cola, Carlsberg, 
Kleenex, and Pepsi (Çelen, Erdoğan, and Taymaz 2005:3-4). 
 
3.4 THE SOUTH AFRICAN RETAIL ENVIRONMENT 
 
South Africa is a country of 44 million people that is rich in diverse cultures, 
people and natural heritage.  It is the most advanced, broad-based, and 
productive economy in Africa.In 2006 as a whole, the real value added by the 
wholesale and retail sectors increased by 6,7%, which was marginally higher 
than the rate of 6,5% attained in 2005 (Statistics South Africa 2007). 
 
Figure 3.1 reveals the wholesale and retail sales patterns in South Africa, in 
billions of rands.Hence it is evident that South Africans love to shop, and to sell. 
Thus, both the wholesale and retail sales sectors are enjoying the sustained 
spending spree from South Africa's thriving consumers. According to Motloung 
(2007) the rise in the spending power of especially the black middle and upper 
class consumers is boosting key retail sectors, such as FMCG.  
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FIGURE 3.1: Wholesale and retail sales in South Africa (R1 billion) 
 
Source: Statistics South Africa (2008) 
 
FMCG retail is dominated by large firms such as Pick n Pay, Shoprite, the Spar 
Group, and Woolworths, all of which are profiting from operations spreading 
across the African continent. Competition amongst these retailers is prevalent in 
the market place. 
 
In South Africa, food and clothing retailer Woolworths has set aside an 
additional R109-million to expand and modernise its stores. According to About 
SA (2008), Shoprite is set to spend R800-million on capital projects. 
Furthermore, many South African retailers have invested heavily in high-tech 
electronic systems, allowing them to efficiently control stock and monitor trading 
density (About SA 2008).  
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According to the South African Retail Industry Forecast (2008), South African 
convenience stores enjoy the highest growth rates in comparison to other retail 
formats. Another reason for the growth of convenience stores is that changing 
consumer patterns are compelling retailers to take this format to consumers. 
Retail sectors such as motor vehicles, furniture, clothing, media, and property 
are all benefiting from the booming middle-class. However, predictions from the 
South African Retail Industry Forecast (2008) suggest the greatest opportunities 
for retail sales growths are likely to be in the FMCG sector. 
 
3.4.1 An overview of major players in the South African FMCG retail industry 
 
This section covers important informationregarding retailers currently operating 
in the South African FMCG/retail market. It includes an overview on the most 
dominant market players, namely: Pick n Pay Holdings Limited, Shoprite 
Holdings Limited, the Spar Group Limited, and Woolworths Holdings Limited.  
 
 Pick 'n Pay was founded in 1967 as a family controlled business with four 
small stores in the Western Cape. The following year it listed on The JSE 
Limited (JSE) Securities Exchange, and has subsequently grown into a 
leading retail group. Concentrating on food, clothing and general 
merchandise, the Pick 'n Pay Group is managed through three divisions, 
each with their own management boards. These divisions are the Pick 'n 
Pay Retail Division, the Group Enterprises Division and Franklins Australia.  
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TABLE 3.2: Pick ‘n Pay group structure and store numbers 
Group Structure / 
Company 
Store Numbers 
2005 2006  2007 
Pick ‘n Pay Hypermarkets 14 16 18 
Pick ‘n Pay Supermarkets 152 159 163 
Pick ‘n Pay Franchise 179 190 210 
Pick ‘n Pay Clothing 18 24 29 
Pick ‘n Pay Liquor Stores 22 36 56 
Pick ‘n Pay Pharmacies 6 10 12 
Score Supermarkets 126 127 127 
Boxer Supermarkets 54 60 65 
Boxer Hardware stores 3 6 10 
Franklins Supermarkets 79 76 79 
Franklins Franchise 0 2 10 
Total Stores 653 706 779 
Source: Pick ‘n Pay student information centre (2008) 
 
 Shoprite Holdings Limited is an investment holdings company whose 
combined subsidiaries constitute the largest FMCG retail operation on the 
African continent. Its various chains operate a total of 846 stores in 17 
countries, all integrated electronically into a central data base and 
replenishment system. The Group’s primary business is food retailing to 
consumers of all income levels. Management’s goal is to provide all 
communities in Africa with food and household items in a first-world 
shopping environment, at the lowest prices. At the same time the Group, 
inextricably linked to Africa, contributes to the nurturing of stable economies 
and the social upliftment of its people. Shoprite Holdings Limited consists of 
a number of different businesses and brands, as depicted in Table 3.3.  
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TABLE 3.3: Shoprite group structure and store numbers 
Group Structure / 
Company 
Store Numbers 
2005 2006 2007 
Shoprite 325 348 372 
Checkers 97 110 120 
Checkers Hyper 23 24 24 
USave 62 (SA) 22(Int) 68(SA) 24(Int)  110 
OK Furniture 140 158 182 
OK Power Express 13 14 14 
House and Home 23 27 35 
Hungry Lion - - 112 
OK Franchise division 248 253 263 
Total Stores 953 1026 1232 
Source: Shoprite Holdings Ltd (2008) and FastMoving.co.za (2008) 
 
 The SPAR organisation is made up of two types of members, namely: 
SPAR retailers, who are independent store owners, and SPAR distribution 
centres, which provide leadership and services to the SPAR retail members 
in their respective regions. The Group's principal activity is wholeselling and 
distributing goods and services to SPAR retail grocery stores, Build It 
builders’ merchandise outlets, and TOPS at SPAR liquor stores. It operates 
in South Africa and neighbouring countries. It operates 6 distribution centres 
supplying goods and services to almost 800 SPAR stores in South Africa. 
Table 3.4 specifies the SPAR group structure and store numbers. 
 
TABLE 3.4: SPAR group structure and store numbers 
Group Structure / 
Company 
Store Numbers 
2005 2006  2007 
SUPERSPAR 130 149 159 
SPAR 519 521 527 
KWIKSPAR 188 179 178 
TOPS at SPAR (liquor) 172 216 230 
Build-it (DIY stores) 181 228 239 
Total 1190 1293 1333 
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Source: Hankinson and Hook (2008:2-6) 
 
 Woolworths Holdings Limited is an investment holding company and is 
listed in the top 100 firms on the Johannesburg Securities Exchange. Its 
core business focus is the provision of retail and financial services to upper 
and middle income groups mainly in South Africa but also in Africa, 
Australia, New Zealand and the Middle East. Woolworths operates through 
the following subsidiaries: Woolworths (Proprietary) Limited which is based 
in South Africa, Africa and the Middle East and Country Road Limited, 
based in Australia. Within the Woolworths group, there are corporate owned 
stores and franchised stores. Both divisions operate in three main formats, 
namely: Woolworths department stores, Woolworths Food (food only) and 
Woolworths Food Stops (convenience stores), which are franchised to 
Engen Petrol station owners. 
 
TABLE 3.5: Woolworths group structure and store numbers 
Group Structure / 
Company 
Store Numbers 
2005 2006  2007 
Corporate 149 173 200 
Franchise 125 136 145 
Total 274 310 345 
Source: Woolworths Holdings Limited (2007) 
 
3.4.2 Accountability ratings for top South African FMCG firms 
 
Accountability Rating™ was launched in 2004 to assess the extent to which 
firms responsibly conduct their business practices. Since 2006, South Africa 
has participated in the rating process through the assessment of the Financial 
Mail’s (FM) “SA Giants” list. This list comprises the top 51 firms listed on the 
Johannesburg Securities Exchange (JSE) based on gross revenue. In line with 
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this research, only the results of the 2007 South African accountability 
assessment for the firms in the retail / FMCG sector are presented, in 
comparison with the 2006 results, in Table 3.6.  
 
According to Accountability Rating™ (2007:2-4), the evaluations take into 
consideration the standard dimensions of corporate architecture, namely: 
(i) Strategy: Assessment is made of the firm’s ability to identify and incorporate 
social, environmental, and broader economic issues into the core business 
strategy thereby addressing the firm’s financial sustainability in conjunction 
with broader sustainability issues.  
(ii) Governance: Evaluation is made of the firm’s commitment to, and 
accountability for, holistic sustainability practices at the Board level.  
(iii) Performance management: Addresses the firm’s ability to implement 
company Codes and Policies that ensure social, environmental and broader 
economic development whilst meeting financial targets.  
(iv) Stakeholder engagement: Considers the firm’s ability to identify, engage 
and respond to key stakeholders who can either have an effect on, or are 
affected by, the way the company conducts business.  
(v) Public disclosure: Assesses levels of transparency through public 
disclosure of information regarding interaction with, and impact on, society, 
the environment, and broader economic factors.  
(vi) Assurance: Third-party, independent and impartial assurance is required to 
verify the extent and accuracy of the public disclosure noted above.  
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TABLE 3.6: Accountability Rating Scores and Ranking for 2007 and 2006 
2007 
Rating Company 
2007 
Score (%) 
2006 
Rating 
2006 
Score (%) Sector 
11 Woolworths Holdings Ltd 55 20 45 
Retail / 
FMCG 
13 Massmart Holdings Ltd 53 12 51 
Retail / 
FMCG 
25 Pick ‘n Pay Stores Ltd 42  18 47 
Retail / 
FMCG 
26 Unitrans Ltd 42 30 37 Retail / FMCG 
32 
Edgars 
Consolidated 
Stores Ltd 
34 26 40 Retail / FMCG 
37 New Clicks Holdings Ltd 25 45 19 
Retail / 
FMCG 
42 JD Group Ltd 19 37 30 
Retail / 
FMCG 
46 Shoprite Holdings Ltd 13 43 23 
Retail / 
FMCG 
49 Spar Group Ltd (The) 9 48 17 
Retail / 
FMCG 
51* Pick ‘n Pay Holdings Ltd 0 * * 
Retail / 
FMCG 
* Not on 2006 FM Top 51 “SA Giants” list 
Source: Accountability Rating™ (2007:3) 
 
It is evident that other sectors have been removed from the rankings shown in 
Table 3.6, as this is to place focus primarily on the retail / FMCG sector. It is 
further evident that Woolworths Holdings Limited ranks highest of the retail / 
FMCG firms on the list. These rankings, under Table 3.6, indicate that 
Woolworths has been the pre-eminent company of the two large corporate 
firms that increased their ratings, having moved from 20th in 2006 to 11th in 
2007. The other organisation to have a better ranking in 2007 as compared to 
2006 is New Clicks Holdings Limited, which has moved from 45th place to 37th 
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on the list. In contrast, Pick ‘n Pay Limited dropped from 18th in 2006 to 25th in 
2007, with Pick ‘n Pay Holdings Limited appearing at 51st on the list. 
 
3.5 THE CONCEPT ‘SATISFACTION’ AND THE RELATIONSHIP BETWEEN 
‘PRODUCT QUALITY’ AND ‘SATISFACTION’   
 
Oliver (1993:68) points out that the word ‘satisfaction’ originates from the Latin 
word ‘satis’ (enough) and ‘facere’ (to do or to make), indicating that the original 
meaning of satisfaction is linked to a construct pertaining to adequacy. The 
meaning of the word ‘satisfaction’ has further evolved to imply gratification and 
fulfilment (Costa et al. 2004:118-119). Tian-Cole and Crompton (2003:66) 
emphasise that satisfaction must incorporate both the needs and the desires of 
the consumer. From an encounter-specific perspective, satisfaction is viewed 
as a post-choice evaluative judgment of a specific purchase occasion (Green 
and Boshoff 2002:3). More recently, research has focused on satisfaction at a 
more general or organisational level. From this specific perspective, satisfaction 
is seen as an overall evaluation based on many transient experiences with a 
product or service over time and, per se, implies an ongoing evaluation of a 
retailer’s ability to deliver the benefits a customer is seeking (Green and 
Boshoff 2002:3).  
 
Contextualised to the research in question, the level of consumers’ satisfaction 
implies that consumers may be satisfied or dissatisfied with the retailer, the 
physical product or any of its attributes, and / or the associated service. 
Consumers’ satisfaction can thus be conceptualised as a dynamic state of mind 
that can constantly change and be reassessed regarding a single, or a series of, 
complete shopping experience(s). As consumers experience their purchase 
encounters, their perceptions of satisfaction may change several times before 
arriving at a final conclusion (perception) about the experience.  
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As stated in Section 1.3 of Chapter One, product quality and customer 
satisfaction are strongly related to each other. As shown in Figure 1.4 of 
Chapter One, some researchers (Anton and Perkins 1997; Oliver 1993; 
Mackay and Crompton 1988; Crompton and Mackay 1989) postulate that 
customer satisfaction is a super-ordinate construct to product quality. By 
conceptualising product quality as an attitude, Parasuraman, Berry and 
Zeithaml (1988:15-16) pledge to an opposite view by concluding that incidents 
of satisfaction over time result in perceptions of quality. This probable mutual 
relationship poses an important question: is perceived product quality the 
antecedent that impacts on consumers’ satisfaction or vice versa? When 
presenting the hypothetical model (Figure 1.7 of Chapter One) the decision was 
motivated that perceived product quality functions as an antecedent to 
consumers’ satisfaction. This relationship, as shown in Figure 1.7 of Chapter 
One (the hypothetical model), depicts that ‘perceived product quality’ 
(intervening variable) impacts on ‘consumer satisfaction’ (dependent variable).  
 
The motivation for the hypothesised relationship hinges on the arguments put 
forward by Zeithaml, Parasuraman, and Berry (1990:46) stating that customers 
form perceptions of quality by comparing their expectations of a product or 
service with what they actually receive. The variables influencing these 
expectations will also have an eventual impact upon satisfaction. Furthermore, 
consumers in general, and contextualised to customers of Pick ‘n Pay 
Hypermarket in Port Elizabeth, have two dimensions of expectations, namely: 
desired expectations and adequate expectations (Bennett et al. 2005:268). 
 
3.6 SUMMARY AND CONCLUSIONS 
 
- 91 - 
In this chapter, products and the concept of ‘product quality’ were addressed at 
first. Next, product classifications and their marketing-strategy implications 
pertaining to South African FMCG / retail marketing were identified and 
discussed. This was achieved by description of the product concept as stated 
by Kotler (1994:432-435), which is based on the idea that the structure of 
product offerings can be sub-divided into five levels relating to consumer need 
satisfaction.  
 
Furthermore, it was distinguished that products can be classified into three 
major groups, according to their durability or tangibility (Kotler 1997:436; 
Murphy and Enis 1986:22-42). In Section 3 of this chapter Kotler (1997) stated 
that consumers buy a vast assortment of products. Therefore, it was pertinent 
to deal with the classification of products on the basis of consumer shopping 
habits. 
 
FMCG were introduced by definition and classification, and contextualised to 
the retail industry. Following the introduction of the concept ‘FMCG’ 
necessitates the discussion on the South African retail environment. An all 
encompassing perspective on the division of the market amongst the top South 
African FMCG / retail firms was provided under Table 1.1, in Section 1.1 of 
Chapter One. 
 
The chapter concludes with the concept ‘satisfaction’ which portrays the 
meaning of gratification and fulfilment. Product quality and customer 
satisfaction are two strongly related concepts. In this research, the views of 
Tian-Cole and Cromption (2003:73) and Zeithaml, Parasuraman, and Berry 
(1990:46) were adopted, such that product quality acts as an antecedent to 
consumers’ satisfaction.  
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Due to the widely accepted reality that the retail industry is a dynamic industry 
that is constantly driven by change to cater for new and changing needs, the 
following chapter will present a further extension of the analysis of secondary 
sources dealing with marketing and other related concepts. Moreover, 
perspectives on strategic management and marketing strategies will be 
discussed. Relevant legal and ethical constraints in marketing will also be dealt 
with accordingly.  
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CHAPTER FOUR 
UNDERSTANDING THE CONCEPT MARKETING, 
MARKETING STRATEGIES, AND OTHER RELATED CONCEPTS 
 
4.1  INTRODUCTION  
 
Chapter Four constitutes a continuation of the analysis of secondary sources, 
with the objective of gaining a holistic understanding of marketing and related 
concepts. Thus, giving further effect to the second secondary research 
objective as listed in Section 1.6.2 of Chapter One.  
 
The retail industry is a dynamic industry that is constantly driven by change to 
cater for new and changing needs. This requires flexibility and adjustment to 
change. As all retail organisations are engaged in promotional efforts designed 
to capture a targeted share of the FMCG market, the retail environment is 
becoming increasingly competitive. To deal efficiently with the drivers that affect 
the growth and profitability of South African retail establishments, management 
have to employ business strategies that will position their business effectively in 
the competitive business environment, thereby maximising their ability to 
anticipate environmental changes and deal with unexpected internal and 
competitive demands. This requires strategic thinking in the broadest context.  
 
This chapter comprises three main components: firstly, marketing and other 
related concepts will be presented, secondly perspectives on strategic 
management and marketing strategies will be discussed, and finally legal and 
ethical constraints in marketing will be dealt with. 
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4.2  MARKETING AND RELATED CONCEPTS 
 
This section briefly introduces marketing and relevant, closely related, 
concepts.  
 
4.2.1 Marketing defined  
 
Marketing has been defined in numerous ways, but for the purpose of this 
research the views of Kotler (1997) and Lamb, Hair, McDaniel, Boshoff, and 
Terblanche (2005) will be most suitable. 
 
Kotler (1997:9) describes marketing as a social and managerial process by 
which individuals and groups obtain what they need and want through creating, 
offering, and exchanging products of value with others. 
 
Lamb et al. (2005) argues that marketing has two aspects. Firstly, it is a 
philosophy, an attitude, a perspective, and a management orientation that 
stresses customer satisfaction. Secondly, marketing is a set of activities used to 
implement this philosophy. According to Lamb et al. (2005), the American 
Marketing Association’s definition of marketing encompasses both of these 
perspectives, and thus can be described as the process of planning and 
executing the conception, pricing, promotion, and distribution of ideas, goods, 
and services to create exchanges that satisfy individual and organizational 
goals. Both these definitions of marketing rest on the following core concepts, 
namely: 
 
 Needs, wants, and demands: Marketing starts with human needs and wants. 
People need food, air, water, clothing, and shelter to survive. Beyond this, 
Kotler (1997) suggests that people have a strong desire for recreation, 
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education and other services, and have strong preferences towards 
particular versions and brands of goods and services. A human need is a 
state of deprivation of some basic satisfaction. Wants are desires for 
specific satisfiers of needs. Demands are wants for specific products that 
are backed by an ability and willingness to buy them. 
 
 Products (goods, services, and ideas): People satisfy their needs and wants 
with products. A product is therefore anything that can be offered to satisfy a 
need or want. A product can consist of as many as three components, 
namely physical good(s), service(s), and idea(s) (see Section 3.2.1 of 
Chapter 3). 
 
 Value, cost, and satisfaction: Product alternatives constitute a product 
choice set, which in turn will be selected in order to satisfy a need. Each 
alternative has a different capacity to satisfy a need-set: for example, a car 
is faster, safer, and more comfortable than a bicycle, but a bicycle is more 
economical. The guiding concepts are therefore value and satisfaction. 
Kotler (1997) defines value as the consumer’s estimate of the product’s 
overall capacity to satisfy his or her needs.  
 
 Exchange and transactions: Exchange is the act of obtaining a desired 
product from someone by offering something in return. For exchange 
potential to exist, five conditions must be satisfied; (1) there are at least two 
parties, (2) each party has something that might be of value to the other, (3) 
each party is capable of communication and delivery, (4) each party is free 
to accept or reject the offer, and (5) each party believes it is appropriate or 
desirable to deal with the other party (Kotler 1997). A transaction is a trade 
of values between two or more parties. Transaction marketing is part of a 
larger idea called relationship marketing. 
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 Relationships and networks: Relationship marketing is the practice of 
building long-term satisfying relations with key parties (customers, suppliers, 
distributors) in order to retain their long-term preference and business 
(McKenna 1994). Relationship marketing results in strong economic, 
technical, and social ties among the parties. Kotler (1997) also indicates that 
it cuts down on transaction costs and time. Therefore, the ultimate outcome 
of relationship marketing is the building of a unique company asset called a 
marketing network. A marketing network consists of the company and all of 
its supporting stakeholders, such as: customers, employees, suppliers, 
distributors, retailers, advertising agencies, and others with whom it has built 
mutually profitable business relationships. 
 
 Markets: According to Kotler (1997), the concept of exchange leads to the 
concept of a market. A market consists of all the potential customers sharing 
a particular need or want who might be willing and able to engage in 
exchange to satisfy that need or want. Thus, the size of the market depends 
on the number of people who exhibit the need or want, have resources that 
interest others, and are willing and able to offer these resources in 
exchange for what they want. Kotler (1997) further implicates sellers as 
constituting the ‘industry’ and the buyers as constituting the ‘market’. 
 
 Marketers and prospects: Hence, the concept of markets brings us back to 
the concept of marketing. Marketing means working with markets to 
actualize potential exchanges for the purpose of satisfying human needs 
and wants. Therefore, when one party is more actively seeking an exchange 
than the other party, we call the first party a marketer and the second party a 
prospect. Kotler (1997) describes a ‘marketer’ as someone seeking one or 
more prospects who might engage in an exchange of values, and a 
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‘prospect’ as someone whom the marketer identifies as potentially willing 
and able to engage in an exchange of values.  
 
Having reviewed the concepts above, marketing can be concluded as satisfying 
consumer needs by means of mutually beneficial exchange processes, and 
doing so profitably and more effectively than competitors, by means of efficient 
managerial processes (Lamb et al. 2005:5). Therefore, it is further apparent 
that customer satisfaction is the most important primary goal of marketing. 
 
4.2.2 Orientation towards marketing 
 
Marketing is probably one of the most powerful tools at the disposal of 
businesses in their quest for generating wealth, survival and growth (George 
2004:6). There are many misconceptions on what marketing entails. Marketing 
is not only advertising or getting people to spend money, marketing is about 
consumers – how to find them, satisfy them and keep them (George 2004). 
Contextualised to this study, marketing is thus an ongoing process and 
philosophy concerning the creation of value to consumers and retailers of 
FMCG, such as Pick ‘n Pay Hypermarket. The marketer has to confront the 
challenges of increasing competition, political and economic changes, and at 
the same time be more environmentally conscious. The comprehensive 
definition of marketing, presented in section 4.2.1, reflects all of these 
challenges.  
 
Thus, marketing is a business function responsible for the process of satisfying 
consumer needs by adding value, at competitive prices, through appropriate 
distribution channels, using promotional strategies and marketing 
communication in an ever-changing business environment (Bennett et al. 
2005:211).  
- 98 - 
 
Marketing activities should be carried out under a well planned philosophy of 
efficient, effective, and socially responsible marketing (Kotler 1997). Bennett et 
al. (2005:212-217) refer to five competing concepts under which organizations 
can choose to conduct their marketing activities, namely production orientation, 
service orientation, selling orientation, true marketing orientation and social 
marketing orientation. The first three concepts (production, product, and selling) 
all focus on the product. The last two concepts (marketing and societal 
marketing), focus on the customer. The choice as to which philosophy to adopt 
depends on the circumstances of the situation. These marketing orientations 
can be explained as follows:  
 
 Production orientation towards marketing assumes that consumers will buy 
whatever is available. The emphasis is on the production and distribution 
capabilities of the service providers. This orientation is effective only when 
demand is greater than supply and goods and services are relatively easy 
to sell. An example would be the Xerox Corporation in the USA, which was 
a pioneer in the photocopying business.  
 
 Service orientation assumes that services will sell themselves, due to their 
inherent built-in quality and performance characteristics, and that sales 
promotion is consequently unnecessary. This orientation also assumes that 
consumers are generally well informed about the attributes of services. In 
the security industry, an example is Maxidor (a competitor of Trellidor) 
which introduced the revolutionary “slam lock” security door concept.  
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 Selling orientation assumes that consumers will not buy sufficient services 
unless they are persuaded to do so by means of advertising, sales 
promotion and incentives by the sellers. This orientation is often necessary 
when supply outstrips demand or in the case of ‘unsought’ goods, such as 
encyclopaedias or tombstones.  
 
 The true marketing orientation shifts the attention to the consumer. Where 
the production and selling orientations focus on the needs of consumers 
and the ability of the service providers, the true marketing orientation 
involves the assessment of consumer needs and values and the design 
and supply of services to satisfy the identified needs. The assumption is 
that the consumer is sovereign and the survival of any service provider 
depends upon the satisfaction of its customers. An example of service 
providers that adopt the true marketing concept are the various banking 
groups in South Africa that are in fierce competition for target market share.  
 
 Social marketing advances the marketing orientation a phase further. In 
social marketing, the attention is still focused on consumers’ needs, but the 
assumption here is that those needs must be satisfied in such a way as to 
enhance the well-being of society as a whole. This implies that services 
should be socially acceptable, non-harmful and non-polluting. The social 
marketing orientation arises from greater consumer awareness of 
environmental issues and entails for example, the marketing of 
“environmentally friendly” products, such as recycled paper writing pads.  
 
Successful businesses are more consumer-led and marketing oriented. 
Contextualised to the retail industry, the true marketing orientation is important, 
especially when dealing with FMCG. To encourage purchase and to ensure 
consumers’ satisfaction, a South African FMCG marketer has to design and 
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manage products and services that offer value for money to consumers. To do 
this effectively, South African FMCG retailers must also realise that not all 
customers’ needs and wants can be satisfied, and market segmentation needs 
to take place in order to service a particular market segment effectively.  
 
Given the different orientations towards marketing, a valid question is what do 
the tasks (or responsibilities) of marketers, and particularly FMCG marketing 
managers, entail? According to Kotler (1997), tasks of marketing managers can 
be explained by answering specific questions on marketing activities, namely:  
 
 How and why is market segmentation done? 
 What is meant by target marketing? 
 Which important product strategies must be considered?  
 What pricing strategies are available? 
 How are physical retail outlets designed?  
 Which promotional and marketing communication strategies are available?  
 
As a response to the above, relevant strategic marketing models will be 
presented in the subsequent section.  
 
4.2.3 An overview of the marketing process 
 
Figure 4.1 depicts the marketing process contextualised to retailing. It is 
important to point out that this process is initiated by the design of products or 
services, as required by consumers to satisfy needs. Contextualised to the 
FMCG / retail industry, it implies that appropriate strategies have to be designed 
and introduced to consumers by means of marketing communication media.  
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Under the marketing concept, the firm must find a way to discover unfulfilled 
customer needs and market the products that satisfy those needs(Kotler 
1997:95-101).  
 
The marketing process is a sequential coordination of four main steps, as 
illustrated in Figure 4.1.  
 
FIGURE 4.1: The marketing process 
 
Source: Researcher’s own construction and adapted from Kotler (1994); Lamb  
et al. (2005); and Bennett et al. (2005) 
 
Step 1 – Situation Analysis: 
Barton (2007) portrays the situation analysis as a thorough examination of the 
situation in which the firm itself serves as the basis for identifying opportunities 
to satisfy unfulfilled customer needs. In addition to identifying the customer 
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needs, the firm must understand its capabilities and the environment in which it 
is operating. Lamb et al. (2005) describes it as gathering, analysing, and 
interpreting information about the firm’s situation, including its strengths and 
weaknesses, as well as opportunities and threats in the environment. The 
situation analysis can thus be viewed in terms of an analysis of the external 
environment, as well as an internal analysis of the firm itself. Furthermore, it 
should include past, present, and future aspects outlining how the situation 
evolved to its present state, and show trends in order to forecast where it is 
going.  
 
Step 2 – Designing Marketing Strategies: 
According to Kotler (1997) researching and selecting target markets is critical 
for a firm to measure and forecast the attractiveness of any given market. This 
requires estimating the market’s overall size, growth, profitability, and risk. 
Market research thus provides specific market information that will permit the 
firm to select the target market segment and optimally position the offering 
within that segment (Kotler 1997). The result is a value proposition to the target 
market. Subsequently the marketing strategy involves segmentation, targeting 
(target market selection), positioning the product within the target market, and a 
value proposition to the target market. 
 
Step 3 – Marketing Mix Decisions: 
Once the marketing strategy has been finalized, detailed tactical decisions are 
then made for the controllable parameters of the marketing mix (see Section 
4.3.3 of this chapter). The marketing mix (4P’s) combines product, distribution 
(place), promotion, and pricing strategies in a way that creates exchanges 
which satisfy consumers’ and the firms’ needs (Lamb et al. 2005). The goal in 
this step is to make decisions that centre the 4P's on the customers in the target 
market in order to create perceived value and generate a positive response 
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(Barton 2007). The action items of the marketing mix therefore include product 
development, pricing decisions, distribution contracts, and promotional 
campaign development. 
 
Step 4 – Organising, Implementing and Controlling Marketing Efforts: 
The final step in the marketing process is organising the marketing resources, 
and implementing and controlling the marketing plan (Kotler 1997). Barton 
(2007) states that few environments remain static; thus making it evident that 
the results of the marketing effort should be monitored closely. However, as the 
market changes, the marketing mix can be adjusted to accommodate the 
changes. According to Lamb et al. (2005), small changes in consumer needs 
can be addressed by changing the advertising message, through product 
redesign, or by introducing an entirely new product. Thus, the marketing 
process does not end with implementation, instead continual monitoring and 
adaptation is needed to fulfil customer needs consistently over the long-term 
(Barton 2007). 
 
In conclusion, Figure 4.2 presents a grand summary of the marketing process 
and the forces shaping the company’s marketing strategy. It is manifest that, 
through the systems revealed in Figure 4.2, firms are able to monitor and adapt 
to the marketing environment. Kotler (1997) explains that the company adapts 
to its micro-environment consisting of marketing intermediaries, suppliers, 
competitors, and publics, as well as adapting to its macro-environment which 
consists of demographic / economic forces, political / legal forces, technological 
/ physical forces, and social / cultural forces. 
 
 
 
 
- 104 - 
FIGURE 4.2: Factors influencing marketing strategies 
 
Source: Adapted from Kotler (1994:101) 
 
4.3 STRATEGIC MANAGEMENT AND MARKETING STRATEGIES  
 
Of the many challenges facing businesses, one of the most prominent is the 
lack of quality marketing strategies (Johnson 2006:25). High failure rates 
associated with business operationsare often directly related to managements’ 
lack of marketing skills, lack of communication, and their inability to do costing 
and pricing, as well as due to a lack of co-ordination and poor quality (Jones 
2007:2). Therefore it is particularly important for a business, such as Pick ‘n 
Pay Hypermarket, to align its activities; be it products or services, with the 
needs of the market. 
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4.3.1 Strategy defined  
 
For the purpose of this research investigation, a strategy can be defined as a 
fundamental pattern of present and planned objectives, resource deployments, 
and interactions of an organisation with markets, competitors, and other 
environmental factors (Walker et al. 2006). According to Walker et al. (2006) the 
definition suggests that a strategy should specify (i) what (objectives to be 
accomplished), (ii) where (which industries and product-markets to focus on), 
and (iii) how (which resources and activities to allocate to each product-market, 
to meet environmental opportunities and threats, and to gain a competitive 
advantage. 
 
4.3.2 The five tasks of strategic management  
 
Much attention has been given to the importance of strategic management 
(Ehlers and Lazenby 2004:2). A strategy can be seen as a set of decisions 
taken by management on how businesses will allocate their resources and 
achieve sustainable competitive advantages in market segments (Doyle 
2002:18). Strategic management includes activities and issues that involve 
defining the organisation’s mission, setting of objectives, and developing 
strategies to enable the organisation to operate successfully in the changing 
environments (Bennett et al. 2005:136).  
 
Ehlers and Lazenby (2004:2) define strategic management as the process 
whereby all the business functions and resources are integrated and 
coordinated to implement formulated strategies which are aligned with the 
environment. All these activities are focused on achieving the long-term 
objectives of the business and gaining competitive advantages through creating 
value for the stakeholders.  
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Retailers of FMCG, when setting up a business, must carefully consider what 
they want to achieve and how they want to achieve their desired outcomes 
(Thompson and Strickland 1999:27-35). Therefore it is evident that South 
African FMCG retailers must meticulously plan and consider how they are 
going to attract and service consumers, compete successfully with competitors 
in the same market, and achieve the goals and objectives of the business. To 
give effect to the above implies that FMCG retailers must have a strategic 
vision of their firms’ future business path. Business related ideas must be in 
place regarding the roadmap of the future strategic intentions of the business.  
 
Contextualised to the FMCG / retail industry, decisions about this roadmap are 
daunting and require sound entrepreneurial thinking in developing a strategic 
vision on pertinent questions such as (Thompson and Strickland 1999:27-35):    
 What changes are taking place in the retail industry and business 
environment, and what are the implications of the environmental variables 
on the direction and intentions of the business? 
 What are the emerging or different consumer needs that should determine 
the focus of the business? 
 What will the technological focus be? 
 What geographical markets should the business pursue? 
 What product / service capabilities need to be developed? 
 What kind of consumer-orientated business is being attempted to be 
created? 
 
To respond to the above challenges, FMCG retailers need to design and 
implement a suitable business strategy. The strategy-making and 
implementation processes comprise five interrelated strategic management 
tasks (Bosch 2006:14; Thompson and Strickland 1999:4-8):   
- 107 - 
 
(i) Shaping a strategic vision and mission indicating where the business is 
heading. This vision and mission must provide the long-term direction, 
delineate what kind of FMCG business the entity would like to be, and 
infuse in the business a sense of purposeful action. 
(ii) Setting long-term goals and short-term operational objectives. This task 
converts the strategic vision into specific performance outcomes that the 
business intends to achieve.  
(iii) Crafting operational FMCG / retail related business strategies to achieve 
the desired results. 
(iv) Implementing and executing the chosen strategy efficiently and effectively.  
(v) Evaluating of actual performance of the business plans and taking 
corrective action, where required. This task may also include adjustments 
to the vision, mission, long-term direction, objectives and strategies of the 
business, as required by changes in the business environment.  
 
Figure 4.3 illustrates how the strategic management process takes place within 
the context of the business environments. The development of a strategic 
vision and business mission, the setting of goals and objectives, and the further 
development of business strategies to give effect to the strategic intentions, 
represent very important strategic management tasks. 
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FIGURE 4.3: The five tasks of strategic management 
 
Source: Adopted from Bosch et al. (2006:14) and Thomson and Strickland 
(2003:4)  
 
4.3.3 The Marketing Mix 
 
An important component of marketing strategies relate to the marketing mix. A 
business needs to develop a market offering and present it to the market for 
consumption in order to be able to satisfy the needs and wants of the market. 
The marketing mix comprises a set of marketing decisions that management 
make to implement the positioning strategy of the business and to achieve its 
objectives (Doyle 2002:88).  
 
Task 1 Task2 Task3 Task4 Task5 
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Marketing literature identifies the four P’s (4P’s) (product, price, place and 
promotion) as the components of the marketing mix (George 2004; McCarthy 
1996). The 4P’s and the target market, together with the environmental 
constraints on each variable, make up the marketing mix framework, which is 
presented in Figure 4.4.  
 
FIGURE 4.4: The marketing mix framework 
 
Source: Adapted from Barton (2007:3) 
 
The 4P's are the factors marketing managers can control, and are subject to 
the internal and external constraints of the business environment (Barton 
2007:3). The marketing mix framework (Figure 4.4) was particularly useful in 
the early days of the marketing concept when physical products represented a 
larger portion of the economy. Currently, with marketing more integrated into 
organizations and with a wider variety of products and markets, some authors 
have attempted to extend its usefulness by proposing an additional three P’s, 
namely: people, processes, and physical evidence (Morrison 1996:42; Payne 
1993:25; Zeithaml and Bitner 1996:26-27; Barton 2007; NetMBA 2007; George 
2004:32).  
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As a supplementary marketing approach to the traditional 4P’s approach, the 
three P’s were introduced to bolster the marketing of services in particular 
(George 2004). The extended mix, as shown in Figure 4.5, is also appropriate 
for the FMCG / retail industry, as it offers more flexibility in the ever changing 
FMCG market.  
 
FIGURE 4.5: Marketing mix for the FMCG / retail industry 
 
Source: Adapted from George (2004:32)  
 
Contextualised to the research in question, the seven P’s of the marketing mix 
necessitates the following:  
 
 Product: As defined by Bennett et al. (2005:224), a product is anything that 
the business offers to potential clients that may satisfy a need, whether 
tangible or intangible. A FMCG product might more accurately be described 
as a physical good due to its tangible nature and characteristics (see 
Section 3.2.1 of Chapter Three). According to Kotler (1997), a product is 
the physical product or service that is offered to the consumer. When 
developing marketing strategies, the basic features of products in general 
need to be recognised, so that product decisions can be made involving 
aspects such as function, appearance, packaging, service, warranty etc. 
 
Place 
(distribution) 
Product People 
Promotion Price Processes 
Physical 
evidence 
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 Price: Price has a psychological and an economic role in a marketing 
strategy. The psychological role of the price is particularly important in the 
FMCG retail sector because it is often used as a determinant of quality. 
Economically, price is a key to a firm’s revenue and profitability. According 
to Barton (2007) pricing decisions take into account profit margins and the 
prices of competitors. The prices of FMCG, naturally, will vary from product 
to product, and from retailer to retailer. As a result, price is an important 
issue for the South African FMCG market. In the FMCG marketing mix, any 
negative effect of price must be offset by other positive attributes.  
 
 Place: Place represents the location a product can be purchased. Place 
strategies focus on issues such as location, convenience, direct versus 
indirect distribution, and scheduling (George 2004:12). In South Africa, 
each retailer of FMCG has its own venue (i.e. store location) where the 
business and consumer(s) interact. The accessibility of the places 
influences the convenience of the service delivery to the consumers.  
 
 Promotion: Promotion refers to all the methods with which a FMCG offering 
can be promoted to the target market, as well as the communication 
methods available to marketers (Bennett et al. 2005:237). By utilising 
different media the tangible dimensions of FMCG can be promoted, 
understood, and evaluated. Harrell and Frazier (1998) propose that there 
are four main aspects of a promotional mix (or communication mix), 
namely: advertising, personal selling, and public relations. Sponsorship is 
sometimes added as a fifth aspect. To develop strategic marketing plans in 
the FMCG/ retail market, South African FMCG retailers need to manage the 
promotional mix and utilise one of these tools, or a combination thereof, to 
give effect to the business objectives.  
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 People: The human dimension is of a particular concern in managing 
services (Doyle 2002:89). Anyone who directly or indirectly comes into 
contact with the customer can have an impact on overall satisfaction. 
Therefore, each interaction between customers and employees of retail 
firms can be seen as a ‘moment of truth’, and is vital for the success of the 
business. Kotler (1997:472) claims that the selection, training and 
motivation of employees can make a significant difference in consumers’ 
levels of satisfaction. Ideally, employees should exhibit competence, a 
caring attitude, responsiveness, initiative, problem-solving abilities, and 
goodwill.   
 
 Processes: ‘Processes’ are defined by George (2004:32) and Zeithaml and 
Bitner (1996:27) as the actual procedures, mechanisms, and flow of 
activities by which the product or service is delivered – the service delivery 
and operational system. For example, the processes involved in delivering 
products and services to consumers have an impact on the way in which 
shoppers perceive the store. Retailers of FMCG, such as Pick ‘n Pay, 
should therefore check for any delays, inform customers of what is 
happening, and make sure employees keep their promises to the 
customers. As a part of marketing and positioning strategies, retailers 
should pay attention to processes, as well as the manner in which 
customers contact front-line employees.   
 
 Physical evidence: ‘Physical evidence’ refers to the environment in which 
FMCG are rendered, and where the employees of retailers and consumers 
interact. Retailers of FMCG also demonstrate their service quality through 
physical evidence and presentation (Zeithaml and Bitner 1996). 
Well-designed facilities at a store, and quality of products would influence 
consumers’ perceptions of company itself. Physical evidence also includes 
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other tangible components, such as modern equipment, signposting and 
entrance routes, neat and professional appearance of the employees, and 
visually appealing materials associated with the service such as brochures 
and information bulletins. 
 
4.4 LEGAL AND ETHICAL CONSTRAINS IN MARKETING  
 
There are a number of legal or ethical constrains that all businesses face. 
Ethical issues are what are deemed as morally right or wrong. The law needs to 
be complied with and there are a number of laws and regulations governing 
businesses. If organisations do not recognise these ethical and legal issues 
then they risk gaining a bad reputation, as well as encountering problems with 
the law, both of which are very damaging for the profits and image of a business 
(Walker, Mullins, Boyd, and Larréché 2006). In line with the purpose of this 
study, two important Bills have been outlined, followed by social and ethical 
constraints, as well as environmental awareness. 
 
4.4.1 The Consumer Protection Bill 
 
The Consumer Protection Bill promotes a fair, accessible, and sustainable 
marketplace for consumer products and services and for that purpose to 
establish national norms and standards relating to consumer protection, 
provide for improved standards of consumer information, to prohibit certain 
unfair marketing and business practices, to promote responsible consumer 
behaviour, to promote a consistent legislative and enforcement framework 
relating to consumer transactions and agreements, to establish the National 
Consumer Commission, to repeal sections 2 to 13, and sections 16 to 17 of the 
Merchandise Marks Act, 1941 (Act No. 17 of 1941), the Business Names Act, 
1960 (Act No. 27 of 1960), the Price Control Act, 1964 (Act No. 25 of 1964), the 
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Sales and Service Matters Act, 1964 (Act No. 25 of 1964), the Trade Practices 
Act, 1976 (Act No. 76 of 1976), the Consumer Affairs (Unfair Business 
Practices) Act, 1988 (Act No. 71 of 1988), the Businesses Act, 1991 (Act No. 71 
of 1991), and to make consequential amendments to various other Acts, and to 
provide for related incidental matters (Consumer Protection Bill 2008). 
 
The Parliament of the Republic of South Africa has enacted this Act in order to: 
promote and protect the economic interests of consumers; improve access to, 
and the quality of, information that is necessary so that consumers are able to 
make informed choices according to their individual wishes and needs; protect 
consumers from hazards to their well-being and safety; develop effective 
means of redress for consumers; promote and provide for consumer education, 
including education concerning the social and economic effects of consumer 
choices; facilitate the freedom of consumers to associate and form groups to 
advocate and promote their common interests; and promote consumer 
participation in decision making processes concerning the marketplace and the 
interests of consumers. 
 
4.4.2 The Competition Bill 
 
The purpose of this Act is to promote and maintain competition in South Africa 
in order to: promote the efficiency, adaptability, and development of the 
economy; provide consumers with competitive prices and product choices; 
promote employment and advance the social and economic welfare of South 
Africans; expand opportunities for South African participation in world markets 
while at the same time recognising the role of foreign competition in South 
Africa; ensure that small and medium-sized enterprises have an equitable 
opportunity to participate in the economy; and promote a greater spread of 
ownership, in particular to increase the ownership stakes of members of 
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historically disadvantaged communities. 
 
This Act applies to all economic activity within, or having an effect within, the 
Republic except (a) collective bargaining within the meaning of section 23 of 
the Constitution and the Labour Relations Act, 1995 (Act No 66 of 1995);(b) a 
collective agreement, as defined in section 213 of that Act;(c) the rules of a 
professional association to the extent that they are exempted in terms of 
Schedule 1;(d) transactions by affiliated members of a co-operative society 
incorporated in terms of the Co-operatives Act, 1981 (Act No 91 of 1981); or(e) 
concerted conduct designed to achieve a non-commercial socio-economic 
objective or similar purpose (Competition Bill 1998).  
 
4.4.3 Social and ethical constraints 
 
Social responsibility in marketing means accounting for the relationship 
between marketing and the environment in which it operates (Dickinson, Herbst, 
and O’Shaughnessy 1986). Dickinson et al. (1986) further explain that social 
responsibility refers to the obligation of the organization, beyond the 
requirements of the law, to take into practical consideration in its 
decision-making, the social consequences of its decisions and actions, as well 
as profits. This view of social responsibility implies constraints on the 
organization more rigorous than arise if the organization attempted to fulfil its 
economic and legal requirements only. According to Dickinson et al. (1986) the 
more important dimensions of the environment, which relate to an appropriate 
application of marketing, are the social and moral environment, the business 
environment, and the physical environment.  
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In recent years ethical issues, and social and moral standards which are 
acceptable in a society, have become very important in marketing. Ethics are 
generally perceived as a set of societal standards that encompass the norms of 
a community (Alsev 2008). Walker et al. (2006) also propose that ethics are 
concerned with the development of moral standards by which actions and 
situations can be judged. Trust is a related issue which is an essential 
ingredient in building long-term relationships between organizations and their 
customers (McKittrick 1957). Trust is well placed where ethical standards are 
upheld, and it is misplaced where ethical standards are ignored or flaunted. 
According to Walker et al. (2006) unethical practices can damage the trust 
between a firm and its suppliers or customers, thereby disrupting the 
development of long-term exchange relationships and resulting in the likely loss 
of sales and profits over time. Both trust and ethics are highly dependent on 
culture and thus organizations operating amongst various cultures, such as 
Pick ‘n Pay Hypermarket in South Africa, have greater difficulty in coping with a 
heterogeneous set of consumers, drawing on disparate cultures for their ethical 
standards. 
 
4.4.4 Environmental responsibility in marketing 
 
The view that marketing has a special responsibility when discussing the 
natural environment is also well developed in literature (Fletcher and Mackie 
2002; Kotler 1997; Dickinson et al. 1986; Walker et al. 2006). Fletcher and 
Mackie (2002) suggest that by promoting product manufacture and usage, 
businesses may be encouraging resource depletion, pollution, or other 
environmental deterioration. According to Dickinson et al. (1986) most 
organisations believe that it is not sufficient to make profits and generate 
employment, while ignoring an obligation to society regarding the preservation 
of the natural environment even though their behaviour is within the law. It is, 
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however, evident that some organisations ignore this implied obligation, by 
claiming that their behaviour is not illegal when, for example, they dump 
chemicals into rivers, over-package products, or damage the atmosphere.  
 
Social responsibility is voluntary, and involves going above and beyond what is 
called for by the law (Kaliski 2001). It involves an idea that it is better to be 
proactive towards a problem rather than reactive to it. According to Kaliski 
(2001), social responsibility means eliminating corrupt, irresponsible or 
unethical behaviour that might bring harm to the community, its people, or the 
environment before the behaviour occurs. 
 
4.5 SUMMARY AND CONCLUSIONS  
 
This chapter presented a continuation of the analysis of secondary sources 
regarding marketing, strategic management, marketing strategies, the legal 
and ethical constraintsin marketing, as well as other relevant business 
management concepts. At the beginning of this chapter, the concept of 
‘marketing’ was introduced. This description of marketing rests on a number of 
core concepts which subsequently were discussed. The highly prevalent 
marketing orientations were then explained, followed by an overview of the 
marketing process contextualised to the research in question.  
 
The next section unveils the importance of strategic management and 
marketing strategies. The five tasks of business strategies were introduced 
which illustrates how the strategic management process takes place within the 
context of the business environments. The marketing mix framework, a vital 
aspect of strategic marketing management, was then presented and 
contextualised to the research in question.  
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Finally, due to the number of legal and ethical constrains that all modern-day 
businesses face, two significant Bills were summarized. Various social and 
ethical issues were subsequently outlined, and finally environmental 
responsibility in marketing concluded the chapter.  
 
The following chapter, Chapter Five, will present an overall survey design for 
sourcing the primary data of this research. As stated in Section 1.3.2 of Chapter 
One, this third secondary research objective is to gauge the opinions of 
consumers about expected and perceived (actual) product quality and 
consumer satisfaction. The primary data is to be used for eventual statistical 
analysis in Chapter Six. 
 
 
 
 
 
 
 
 
________ II ________
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CHAPTER FIVE 
PRIMARY DATA SOURCING 
 
5.1 INTRODUCTION 
 
This chapter gives effect to the third secondary research objective, as stated in 
Section 1.6.2 of Chapter One, namely to source primary (raw) data to gauge 
the opinions of consumers about expected and perceived (actual) product 
quality and consumer satisfaction. This objective implies that an appropriate 
overall survey design for sourcing the primary data of this research must firstly 
be planned and then executed. The correct planning and execution of the data 
sourcing phase according to prescribed guidelines would contribute to the 
validity, reliability, credibility and relevancy of the data to be used for eventual 
statistical analysis. 
 
This chapter on primary data sourcing consists of three main sections. Firstly, 
the overall design and structure of the research (measuring) instrument will be 
explained. A motivation why the Likert seven-point interval scale was adopted 
will be given. Secondly, the modus operandi followed in the pilot study will be 
explained, after which the findings of the pilot study (to assess the reliability of 
the research instrument) will be reported. Finally, information will be supplied on 
the target population (N), and the sampling frames and sampling units, which 
led to the actual sample (n). An explanation will also be offered on the sampling 
methods used. Based on all of the above, various conclusions will be 
presented. 
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5.2 DESIGN AND STRUCTURE OF RESEARCH INSTRUMENT 
 
5.2.1 Background to the design of the research instrument 
 
Questionnaires as research or measuring instruments to source primary (raw) 
data are associated with both positivistic and phenomenological methodologies. 
Collis and Hussey (2003:173) describe a questionnaire as a list of carefully 
structured questions, chosen after considerable testing, with a view of eliciting 
reliable responses from a chosen sample. In the research in question, the 
purpose of the questionnaire was to source primary data in order to ascertain 
what consumers’ perceptions were about the product quality of FMCG. The 
statements contained in the questionnaire were all sourced from secondary 
sources on product quality and consumers’ satisfaction, as explained in 
Chapters Three and Four. In phrasing the statements, the requirements of a 
well-designed questionnaire were considered, such as: 
 
 Statements should be as short as possible; 
 The logical structure of the questionnaire is important; 
 The statements should be as simple as possible (for example, jargon, or an 
over-complex language or question structure should be avoided); 
 Ambiguous statements should be avoided (for example, linked statements 
in the questionnaire); 
 Leading statements should not be included (statements that anticipate a 
particular response); and 
 The wording of the covering letter should give clear instructions to the 
respondents on how they should complete the questionnaire. The purpose 
of the research should also be explained in the covering letter. 
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5.2.2 Structure of research instrument 
 
The broad structure of the research instrument was already introduced in 
Section 2.4.2 of Chapter Two. The covering letter explained the purpose of the 
research as well as instructions on how to respond to the statements. The 
survey was conducted under the auspices of the Department of Business 
Management, a registered research centre at the Nelson Mandela Metropolitan 
University (NMMU), Port Elizabeth, South Africa. 
 
The research instrument itself comprised two sections. Section A consisted of 
49 statements (items); respondents were requested to give their 
opinions/perceptions, using a Likert seven-point interval scale on the product 
quality of FMCG and their overall levels of satisfaction. The statements 
contained in the questionnaire dealt with consumers’ perceptions of 
expectations, as well as actual experiences linked to product quality. This 
interval scaled research instrument enabled the researcher to perform the 
inferential statistical data analysis, as described in Section 5.2.3 of this chapter 
(Leedy and Ormrod 2005:26-27; Cooper and Schindler 2003:227-228). 
 
As indicated, Section A, which dealt with consumers’ perceptions of the product 
quality associated with FMCG, assessed the consumers’ rating of their 
expectations and actual experiences of the FMCG purchased. According to 
Churchill (1999:67), it is convenient to assess expectations at the time of 
purchase, and actual experience at some point after the purchase. The 
structure of the research instrument enabled the researcher to give effect to the 
view of Churchill. Next to the statements, two columns were provided; the first 
column catered for expectations of product quality, using a Likert seven-point 
scale. The second column made provision for the actual experiences of 
respondents, also according to a Likert seven-point scale. To summarise: the 
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research instrument gauged both the consumers’ expectations (perceptions) 
and actual experiences of the overall product quality.  
 
The respondents were requested to express their opinions/views/perceptions 
by interpreting the Likert seven-point interval scale (1 = strongly disagree; 
7 = strongly agree). The heading of Section A of the research instrument is 
reproduced in Table 5.1. The complete research instrument is included in 
Annexure A. 
 
TABLE 5.1: Heading of research instrument 
STATEMENTS ON  
PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Expectations 
of consumers 
Actual experiences 
of consumers 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
N
ot applicable 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
N
ot applicable 
 
The 49 statements on product quality and consumer satisfaction can be 
subdivided in terms of the identified research variables. Table 5.2 provides the 
subdivision and number of statements per research variable. 
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TABLE 5.2: Research variables and number of statements per variable 
Statements on Number of statements 
Word of mouth 
Past experience  
South African culture 
Service promises 
Media channel  
Product offerings 
Convenience factors 
Consumers’ perceived product quality 
Consumers’ satisfaction 
5 
5 
5 
5 
5 
6 
8 
5 
5 
Total 49 
 
In the final copy of the questionnaire, the original sequence of the statements 
was placed randomly, in order to enhance the validity of the research 
instrument. Section B of the questionnaire canvassed biographic data of the 
respondents, such as gender, ethnicity, household income, level of education, 
and age. The biographical information provided in Section B can be useful for 
future research. 
 
5.2.3 Operationalisation of variables of research instrument 
 
The hypothetical model (Figure 1.7 of Chapter One) shows seven independent 
variables impacting on consumers’ perceived product quality (intervening 
variable). Furthermore, with product quality postulated as an antecedent of 
satisfaction, the impact of product quality on consumers’ satisfaction 
(dependent variable) will be assessed. 
 
- 124 - 
 
 
Based on the interpretation of secondary sources, each of the variables was 
defined and described in Chapters One, Three, and Four. For ease of reading, 
the definitions of these variables as used in this research are repeated: 
 
 Word of mouth is defined as any personal or non-personal communication 
about a service from someone outside the organisation that also influences 
a consumer’s expectations. 
 Past experience refers to a particular service or a similar one that a 
consumer had experienced.  
 South African culture is defined as the collective mental programming of the 
people in an environment. 
 Service promises include both explicit and implicit service promises. The 
former involves personal or non-personal communication made by the 
service providers, such as advertising, and personal selling. Implicit service 
promises encompass some implied service promises which are 
communicated less directly to customers. These influences can be based 
on the price of a particular service, or the tangibles associated with the 
service.  
 Media Channel selection is a selection of the vehicles that will carry the 
advertising message.  
 Product offerings can be held to have common qualities such as the 
availability of products, assortment of products, packaging, quality of 
merchandise, brand names of products, as well as promotions. Product 
quality and offerings (variety) have been found to be determinants of 
satisfaction.  
 Convenience factors can be described by various retailing concepts such as 
accessibility, store layout and design, ease of navigating through the store, 
and fast checkout. Each of these factors, amongst others, directly influence 
consumers’ store purchase intentions. 
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 Product quality refers to the degree of service excellence rendered by a 
service provider, as judged by the consumer. 
 Consumers’ satisfaction is often presented as a psychological concept that 
involves a feeling of well-being and pleasure that results from experiencing 
what someone had hoped for and expected from an appealing product 
and/or service.  
 
5.2.4 Measurement scales 
 
Measurement is achieved through the use of scales. A scale is a measurement 
tool that can be discrete or continuous (Hair, Babin, Money, H. and Samouel 
2003). The decision on the measurement scales (nominal, ordinal, interval or 
ratio) used in a research instrument to collect the data has important 
implications for the type of statistical analysis that a researcher may perform. 
As indicated earlier, a decision was taken to use the Likert seven-point interval 
scale. Before motivating this decision in this research, it is necessary to briefly 
introduce the four scales of measurement. 
 
 Nominal scale of measurement 
 
Leedy and Ormrod (2005:25) provide a fitting description of the nominal scale 
of measurement by explaining that the word ‘nominal’ comes from the Latin 
nomen, which means ‘name’. Data can thus be ‘measured’ by assigning names 
to it. This scale allows researchers only to classify data, which allows 
inferences on equality or difference, but nothing else (Collis and Hussey 
2003:161). For example, a sample of objects, such as staff members, can be 
classified (named) according to a variable ‘function’, which allows the 
researcher to count the number of directors, executive managers, financial 
managers, and the like. 
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Because nominal measurement is elemental and unrefined, allowing only a few 
statistics appropriate for analysing nominal data, this scale was judged to be 
inappropriate for the statistical data analysis requirements of the research in 
question. 
 
 Ordinal scale of measurement 
 
An ordinal scale arranges objects or alternatives according to their magnitude 
in an ordered relationship (Zikmund 2003:297). In such an event, the 
researcher may argue in terms of > (greater than) or < (less than). This scale 
allows the researcher to rank-order data, hence the name ‘ordinal’ (Leedy and 
Ormrod 2005:26). 
 
An ordinal scale allows an extension of the range of statistical techniques that 
can be used for data analysis, such as the median and percentile rank. The 
extent of the relationship between two characteristics can also be determined 
by means of Spearman’s rank order correlation (Leedy and Ormrod 2005:26). 
 
To summarise, a typical ordinal scale allows respondents to rate, for example, 
the South African FMCG product quality as ‘excellent’, ‘good’, ‘fair’, or ‘poor’, 
but such a rating does not specify how much better ‘good’ is in relation to ‘fair’. 
 
Despite the greater statistical data analysis possibilities associated with ordinal 
data, its inherent weaknesses make it unsuitable as a measurement scale for 
the purpose of the research in question. 
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 Interval scale of measurement 
 
Interval scales of measurement have the power (abilities) of nominal and 
ordinal scales, plus one additional strength: they incorporate the concept of 
equality of interval (the distance between 1 and 2 equals the distance between 
2 and 3, 3 and 4, and so on) (Cooper and Schindler 2006:315). Besides the 
equality described above, interval scales also have a zero point that has been 
established arbitrarily (Leedy and Ormrod 2005:26). 
 
The rating scales employed in survey research are assumed to be interval 
scales. For the research in question, it was decided to use a Likert seven-point 
interval scale, as shown in Figure 5.1. As also indicated in Figure 5.1, the 
“equidistances” between the numbers are the same. 
 
FIGURE 5.1: Illustration of a Likert seven-point scale 
 
Source: Adapted from Leedy and Ormrod (2005:26) 
 
Interval measurement scales allow for more advanced statistical procedures. 
Besides the arithmetic mean as a measure of central tendency and the 
standard deviation as a yardstick of dispersion, product moment correlation, 
t-tests, F-tests and other parametric tests are the statistical procedures of 
choice (Cooper and Schindler 2006:315). These statistical abilities were a 
strong motivation for using the interval scale. 
1 2 3 4 5 6 7 
Strongly 
Agree 
Neutral or 
no opinion 
Strongly 
Disagree 
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 Ratio scale of measurement 
 
The ratio scale of measurement incorporates all of the powers of the previous 
data types, plus provision for absolute zero or origin (Cooper and Schindler 
2006:315-316). Using a thermometer that measures temperature on either the 
Celsius or Fahrenheit scale, the conclusion that 80°F is twice as warm as 40°F 
would be invalid. The reason should be obvious: these scales do not originate 
from a point of absolute zero: a substance may have some degree of heat even 
though its measured temperature falls below zero (Leedy and Ormrod 2005:27). 
The ratio scale concept can better be described by stating that a ratio scale has 
two characteristics:  
 
(i) equal measurement units, and  
(ii) an absolute zero point of origin, i.e. 0 (zero) on the scale which reflects a 
total absence of the quantity being measured (Leedy and Ormrod 2005:27). 
 
Ratio scales are different from the other three scales, because a ratio scale can 
express values in terms of multiples as well as fractional parts. Because the 
usage of ratio scales outside the physical sciences is relatively rare, such 
scales were not considered to be a prerequisite for this research. 
 
In summary, the outstanding features of the four scales of measurement are as 
follows (Leedy and Ormrod 2005:27): 
 
 Nominal scale: One object is different from another 
 Ordinal scale: One object is bigger or better or more of anything than 
another 
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 Interval scale: One object is so many units (degrees, inches) more than 
another 
 Ratio scale: One object is so many times as big or bright or tall or heavy 
than another 
 
Of crucial importance is the statistical possibilities associated with the 
measurement scales. A seven-point interval scale was used in connection with 
the higher level of schooling of respondents. An interval scale allows the 
researcher to conduct the inferential statistical analysis required for this study. 
 
5.3 PILOT TESTING OF RESEARCH INSTRUMENT 
 
The data gathering phase of the research process usually begins with a pilot 
study or pilot testing. In this phase, the objective is to test the research 
instrument, to ascertain whether the instrument actually meets its purpose. The 
crucial question is whether the research instrument really sources the data that 
it is designed (or intended) to source. A pilot study is an excellent way to 
determine the feasibility of a research project. A pilot testing of the research 
instrument can reveal weaknesses in its validity and reliability. Basically, pilot 
testing is a simulation before the start of the actual primary data collection 
phase (Collis and Hussey 2003:175).  
 
The generally agreed lower limit for Cronbach alpha reliability coefficients is 
0.70 although it may decrease to 0.60 for exploratory research (Hair et al. 
1998:118); while coefficients larger than 0.80 were regarded as good (Sekaran 
1992:174, 284, 287). 
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In this study, a pilot test was not conducted to assess the reliability of the 
measuring instrument. This was primarily due to time constraints. Cooper and 
Schindler (2006:76) state that pilot testing may be skipped when the researcher 
tries to condense the project time frame. Additionally, in very small populations 
or special applications, pilot testing runs the risk of exhausting the supply of 
respondents and sensitizing them to the purpose of the study. This risk is often 
overshadowed by improvements being made to the design (Cooper and 
Schindler 2006:77). Given the time constraints, it was decided to proceed with 
the administering of the questionnaire without further changes. 
 
To verify the consistency of the inter-item reliability of the questionnaire, 
Cronbach alpha reliability coefficients were calculated using Statistica 8.0 
(1984-2007) after the receipt of the responses.   
 
5.4 PHASES IN SAMPLING DESIGN 
 
The phases leading towards the sampling design include concepts such as 
population, target population, sampling frames, sampling units, sampling and 
sample size. The sampling methods used are another relevant set of 
information that needs to be reported. For the purpose of primary data sourcing, 
it is important to have a common understanding with regard to the above 
mentioned concepts. 
 
5.4.1 Population and target population 
 
The total category of subjects, the focus of attention in a particular research 
project, is known as the population (Veal 2005:197). A population or universe is 
any complete group or body of people or any collection of items under 
consideration for the research purpose (Collis and Hussey 2003:155; Zikmund 
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2003:369). For the research in question, the population refers to all consumers 
of FMCG. Due to continuous fluctuations and the massive size of the FMCG 
market, it is difficult to physically count the precise number of FMCG shoppers 
in order to arrive at the population (N) for this research. 
 
The above broad definition of the population was narrowed down to the target 
population, which comprises the complete group of specific population 
elements relevant to the research project (Cooper and Schindler 2006:409; 
Zikmund 2003:373). This narrowing down was done solely for pragmatic 
reasons. The target population included South African consumers who have 
shopped at a Pick ‘n Pay store in the last year (2008). According to (AMPS 
2006 RA) as many as 10 million South Africans shopped in a Pick 'n Pay store 
in 2007, which comprises the target population of this research. 
 
The above delimitation of the target population was important in order to identify 
the source from which the primary data was obtained. 
 
5.4.2 Sampling frames 
 
The sampling frame is closely related to the target population. The sampling 
frame is the list of elements from which the sample is actually drawn. In actual 
practice, the sample will be drawn from a list of population elements that is 
often somewhat different from the target population that has been defined 
(Zikmund 2003:373). 
 
For this research, according to the operational records of Pick ‘n Pay 
Hypermarket in Port Elizabeth, on average as many as 1 352 000 consumers 
pass through their doors on an average annual basis. The sampling frame is 
thus 1 352 000 consumers. 
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5.4.3 Sampling units 
 
The sampling unit represents a single element or group of elements subject to 
selection in the sample (Churchill 1995:559). A related concept is unit of 
analysis. A unit of analysis, according to Collis and Hussey (2003:121), 
represent the variables or phenomena under study.  
 
For the research in question, the sampling unit comprises the buyers of FMCG 
who shopped at Pick ‘n Pay Hypermarket in Port Elizabeth. This sampling unit 
represents the unit of analysis for the research. According to the floor manager 
at Pick ‘n Pay Hypermarket in Port Elizabeth, transaction records indicate that, 
approximately 226 564 customers make purchases at the Hypermarket in 
October and November annually. 
 
Figure 5.2 summarises the target population (10 000 000), sampling frame (1 
352 000), sampling units (226 564) and actual sample size (301). 
 
 
 
 
 
 
 
 
 
 
 
 
- 133 - 
 
 
FIGURE 5.2: Target population, sampling frame, sampling units of  
research and actual sample size 
 
Source: Researcher’s own construct. 
 
5.4.4 Sampling and sample size 
 
A sample must be representative of the population (Hair et al. 2003:208). A 
sample is a subset of the target population in which the researcher is interested 
(De Vos et al. 2002:199). The purpose of sampling is to enable researchers to 
estimate some unknown characteristic of the population (Collis and Hussey 
2003:155; Zikmund 2003:369), for example, consumers’ perceptions of the 
South African FMCG product quality and their levels of satisfaction. 
 
South African consumers of FMCG 
 
South African consumers who have shopped 
at a Pick ‘n Pay store in the last year (N=10 
million) 
Target 
population 
Sampling frame 
Sampling units 
South African consumers who have shopped 
at Pick ‘n Pay Hypermarket in Port Elizabeth in 
the last year (1 352 000) 
Actual sample 
size 
South African consumers shopping at Pick ‘n 
Pay Hypermarket in Port Elizabeth during 
October and November (226 564) 
As many as 301 questionnaires returned  
(n=301) 
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Several decisions had to be made to secure a sample. Figure 5.3 presents 
these decisions as a series of sequential stages, even though the order of 
decisions did not always follow this particular sequence. These decisions are 
generally highly interrelated (Cooper and Schindler 2006:429-430; Collis and 
Hussey 2003:155-156; Zikmund 2003:372).  
 
FIGURE 5.3: Selecting a sample 
 
Sources: Adapted from Cooper and Schindler (2006:429-430); Collis and 
Hussey (2003:155-156); Zikmund (2003:372) 
 
As discussed in Section 2.2 of Chapter Two, the research in question can be 
labelled as positivistic. In a positivistic study, a representative or good sample 
can be taken to be true for the whole population. In other words, the results can 
be generalised to the whole population.  
 
 
 
Define the target population 
Obtain or construct sampling frame 
Determine sampling method 
Determine sample size 
Select actual sampling units 
Conduct fieldwork 
(collect the data) 
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A good sample must be: 
 
 chosen at random (every member of the population must have a chance of 
being chosen); 
 large enough to satisfy the needs of the investigation being undertaken; 
and 
 unbiased and representative of the population from which it is drawn (Collis 
and Hussey 2003:155). 
 
Certain principles that influence sample size include (Cooper and Schindler 
2006:413): 
 
 The greater the dispersion or variance within the population, the larger the 
sample must be to provide estimation precision; 
 The greater the desired precision of the estimate, the larger the sample 
must be; 
 The narrower the error range, the larger the sample must be; 
 The higher the confidence level in the estimate, the larger the sample must 
be; 
 The greater the number of sub-groups of interest within a sample, the 
greater the sample size must be, as each sub-group must meet minimum 
sample size requirements; 
 If the calculated sample size exceeds five per cent of the population, 
sample size may be reduced without sacrificing precision. 
 
Table 5.3 presents an indication of what the size of a sample ought to be, given 
the size of the population (De Vos et al. 2002:200-201). 
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TABLE 5.3: Guidelines for sampling 
Population Percentage suggested Number of respondents (actual sample) 
20 
30 
50 
100 
200 
500 
1 000 
10 000 
100 000 
200 000 
100% 
80% 
64% 
45% 
32% 
20% 
14% 
4,5% 
2% 
1% 
20 
24 
32 
45 
64 
100 
140 
450 
2 000 
2 000 
Source: De Vos et al. (2002:201) 
 
In this study, the research instrument (as described in Section 5.2) comprised 
49 statements contextualised to the product quality and consumer satisfaction. 
To perform the required statistical analysis and to test the hypotheses 
formulated, a target minimum of 245 respondents was required. 
 
5.4.5 Sampling methods employed 
 
Research literature (Cooper and Schindler 2006:414; Zikmund 2003:376-398) 
describes a wide variety of sampling methods. Sampling methods can be 
divided into two main categories, namely probability and non-probability 
samples. Probability sampling may be described as a sampling method in 
which every member of the population has a known in advance, non-zero 
probability of selection. Non-probability sampling, on the other hand, represents 
a sampling method in which units of the sample are selected on the basis of 
personal judgment or convenience (Zikmund 2003:379). 
 
Research literature (Zikmund 2003:379-398) differentiates between different 
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sampling methods such as convenience, judgment and quota sampling. The 
main features, advantages and disadvantages of the above mentioned 
sampling methods are summarised in Table 5.4.  
 
TABLE 5.4: Main features, advantages, and disadvantages of sampling 
methods used 
 
Sampling 
method 
Main features Advantages Disadvantages 
Convenience 
sampling 
 Approach 
population 
 Talk to randomly 
chosen 
respondent 
 Check target 
group 
 Unrestricted 
 Simple 
 Fast 
 Low 
non-response 
 Acceptable in 
research to obtain 
an initial 
impression 
 Impossible to 
calculate 
mathematical sample 
margins 
 Not very reliable 
 Not a representative 
sample 
Judgment 
sampling 
 Approach experts 
in a certain field 
 Purposive 
 Simple 
 Fast 
 Acceptable in 
research to obtain 
an initial 
impression 
 Impossible to 
calculate 
mathematical sample 
margins 
 Not very reliable 
 Not a representative 
sample 
Quota 
sampling 
 Population in 
sub-population 
 Sample from each 
sub-population (at 
random) 
 Indicate number 
in advance 
(quota) 
 Purposive 
 More reliable than 
the two methods 
above 
 Important 
population 
characteristics are 
included 
 The cells are 
selectively filled in 
 May not be 
representative with 
regard to 
characteristics left 
out 
 Chance of fraud by 
pollsters 
Source: Adapted from Zikmund (2003:379-398) 
 
From the description of the sampling frames and sampling units (see Figure 
5.2), it is clear that non-probability sampling methods were used in this 
research. More specifically, a combination of convenience sampling, and 
judgmental (purposive) sampling was employed. The motivation for this 
decision will be clear once the main features, advantages and disadvantages of 
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the three sampling methods are explained, as summarised in Table 5.4. 
 
Convenience sampling involves selecting sample elements that are mostly 
readily available to participate in the study and who can provide the information 
required (Hair et al. 2003:217). For example, in this study, most of the 
consumers shopping for various FMCG at Pick ‘n Pay Hypermarket were willing 
to share their opinions on perceived product quality and their satisfaction levels. 
The respondents were randomly selected to participate, leading to a low 
non-response rate (refusal to participate).  
 
A judgmental sample, sometimes referred to as a purposive sample, involves 
selecting elements in the sample for a specific purpose (Hair et al. 2003:217). It 
is a non-probability sampling technique in which an experienced individual 
selects the sample, based on his or her judgment about some appropriate 
characteristic required of the sample members (Zikmund 2003:382). For the 
research in question, consumers of FMCG were selected on purpose, because 
only those consumers who experienced FMCG product quality were chosen as 
target population for the purpose of this research.  
 
Quota sampling is similar to stratified random sampling (Zikmund 2003:383). 
The purpose of quota sampling is to ensure that the various sub-groups in a 
population are represented in pertinent sample characteristics to the exact 
extent that the investigators desire. For the research in question, quota 
sampling was not applicable, because the consumers (shoppers) of FMCG 
were not able to be identified and clustered as different groups before their 
biographic data was collected via questionnaires. 
 
 
5.4.6 Administering research instrument and actual samples (responses) 
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The overall structure of the research instrument was presented in Section 5.2.2 
of this chapter. The procedures, through which the questionnaire was 
administered, will now be described. 
 
The consumer sampling units were identified as shown in Figure 5.2. The 
purpose of the research was explained and the identified consumers of FMCG 
received copies of the questionnaire. In total, 301 questionnaires were 
administrated, of which 293 usable questionnaires were returned. 
 
The question arose whether the respondents (actual sample) were adequate 
for performing inferential statistical analysis to give effect to the research 
problem and to test the stated hypotheses. A guideline to confirm the actual 
sample size is provided by Veal (2005:162). The author indicated that the 
number of statements multiplied by five is a yardstick of the actual sample size. 
For the research in question, a target minimum actual sample of 245 was 
specified (49 statements times 5). As mentioned above, the actual number of 
respondents was 301, significantly in excess of the minimum specified.  
 
Viewed against the primary objective of this research, namely to investigate 
and analyse the impact of perceived product quality on the consumers’ 
satisfaction, a sufficient number of responses were sourced to arrive at valid 
and credible findings. 
 
 
 
 
 
5.5 SUMMARY AND CONCLUSIONS 
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The design of the research instrument used in this study was based on 
secondary sources, and a questionnaire was designed. The Likert seven-point 
interval measuring scale was adopted, as it met the statistical data analysis 
requirements of the research. 
 
Secondly, the pilot testing of the research instrument was skipped due to the 
researchers’ time constraints, and it was decided to proceed with the 
administration of all the questionnaires to determine results in terms of the 
Cronbach alpha reliability coefficients. Thirdly, the target population, sampling 
frames and sampling units were identified. Suitable sampling methods were 
described. In total,293 usable questionnaires were obtained, which is 
significantly in excesses of the minimum specified to test the hypothetical 
model on product quality and consumers’ satisfaction.  
 
The following chapter will report on the data analysis and empirical findings.  
 
 
 
 
 
 
________ II ________ 
 
 
 
 
 
  
CHAPTER SIX 
DATA ANALYSIS AND EMPIRICAL FINDINGS 
 
6.1 INTRODUCTION 
 
This chapter reports on the data analysis and empirical findings. More 
specifically, effect is given to research objectives (iv) and (v), as stated in 
Section 1.3.2 of Chapter One, namely to empirically test the construct and three 
sets of hypotheses, as depicted in the hypothetical model. 
 
This chapter consists of three main sections. Firstly, the procedures for the data 
cleaning will be explained, followed by a description of the statistical 
procedures used in the research. Particular emphasis will be placed on the 
application of a confirmatory factor analysis (CFA) to assess the validity and 
reliability of the research instrument, the types of regression analyses 
performed, matched pair t-tests and Cohen’s d, and the calculation of mean 
scores and relative percentage ratings of the consumers’ satisfaction levels. 
Thirdly, the empirical findings will be reported on, comprising the findings on the 
validity and reliability of the research instrument. In this section, the 
hypothesised relationships of the hypothetical model will be tested. The chapter 
concludes with the pertinent findings of the research.  
 
6.2 DATA INSPECTION AND PHASES OF DATA ANALYSIS  
 
As reported in Sections 5.4.3 and 5.4.6 of Chapter Five, 301 questionnaires 
were returned. During the data cleaning procedures, incomplete questionnaires 
were discarded. As many as 293 questionnaires were complete and suitable for 
statistical analysis.  
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The statistical analysis of the quantitative data will comprise seven distinct 
phases. Firstly, the data will be subjected to a confirmatory factor analysis (CFA) 
to verify the construct and nomological validity (see Section 2.4.2 of Chapter 
Two) of the pre-specified (predicted) variables (Garson 2008:1-4; Schumacker 
and Lomax 2004). Secondly, the reliability (internal consistency) of the research 
instrument will be assessed by means of Cronbach alpha reliability coefficients 
(Leedy and Ormrod 2005:26-27; Cooper and Schindler 2003:227-228). This 
phase will be done for ‘expectations’ as well as for ‘actual experiences’ of 
consumers of FMCG. This phase will be followed by two sets of multiple linear 
regression analyses which will be used to test the first and second set of 
hypotheses. Matched pair t-tests will be conducted to test the third set of 
hypotheses (Blumberg et al. 2005:664; Zikmund 2003:524). During this phase, 
Cohen’s d will also be calculated to assess if the differences are of a practical 
concern. Additionally, mean scores and relative percentage ratings on 
consumers’ expected and perceived product quality will also be calculated and 
interpreted. Linear regression analyses will be used to test the fourth set of 
hypotheses. This chapter will provide the detail on the different phases of the 
data analysis. 
 
6.3 STATISTICAL PROCEDURES 
 
6.3.1 Factor analysis 
 
Firstly, factor analysis and its key concepts are discussed. Thereafter will follow 
a clear motivation on why confirmatory factor analysis (CFA) procedures were 
adopted for this research.  
 
Factor analysis is used for the general purpose of reducing a set of variables to 
a more manageable, yet informative, set. It has the general goal of identifying a 
- 143 - 
 
 
set of underlying dimensions in a data set that captures most information and 
yet retains interpretability and ease of use (Hair et al. 1998:90). When it is 
difficult to interpret a large number of variables, it can be reduced to a more 
manageable set. By means of a factor analysis it is possible to uncover the 
latent structure (dimensions) of a set of variables, for example for the research 
in question, all the variables of the hypothetical model (Figure 1.7 of Chapter 
One). A factor analysis reduces attribute space from a larger number of 
variables to a smaller number of factors and as such is a “non-dependent” 
procedure (that is, it does not assume that a dependent variable is specified). 
Factor analyses could inter alia be used for any of the following purposes 
(Garson 2008:1-4):  
 
 To reduce a large number of variables to a smaller number of factors for 
modelling purposes, where the large number of variables precludes 
modelling of all the measures individually. 
 To select a subset of variables from a large set based on which original 
variables have the highest correlations with the principle component 
factors. 
 To select the factors to be treated as uncorrelated variables as one 
approach to handling multi-colinearity in such procedures as multiple 
regression. 
 To validate a scale or index by demonstrating that its constituent items load 
on the same factor, and to drop proposed scale items which cross-load on 
more than one factor.  
 
The purpose of validating a scale, as listed in the last bullet above, is of great 
importance for the research in question, because literature clearly prescribes 
the antecedents of product quality and satisfaction.   
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There are several different types of factor analysis, with the most common 
being exploratory factor analysis (EFA) and confirmatory factor analysis (CFA).  
 
 Exploratory factor analysis (EFA) seeks to uncover the underlying structure 
of a relatively large set of variables. The researcher’s à priori assumption is 
that any indicator may be associated with any factor. This is the most 
common form of factor analysis. In this case there is no prior theory and 
researchers use factor loadings to intuit the factor structure of the data 
(Garson 2008:2; Hair et al. 1998:580).  
 
 Confirmatory factor analysis (CFA) is intrinsically linked to structural 
equation modelling (SEM). SEM is based on two distinct phases, namely 
validation of the measurement instrument and secondly, fitting the structural 
model (Kim and Mueller 1978:36). Validation of the model is accomplished 
through CFA (Kline 2005). CFA seeks to determine if the number of factors 
and the loadings of measured variables conform to what is expected on the 
basis of pre-established theory (Garson 2008:2). Contextualised to the 
research in question, the objective is to ascertain if the variables sourced 
from prior theory and research literature conform to the empirical data. 
Research variables were identified on the basis of prior theory (literature 
searches and prior empirical findings) and CFA is used to establish if the 
identified variables load as predicted on the pre-specified number of factors. 
The researcher’s à priori assumption is that each factor (the number and 
labels/names) is associated with a specified subset of indicator variables. A 
minimum requirement of CFA is that researchers hypothesise beforehand 
the number of factors in the hypothetical model, but usually also a 
researcher will posit expectations about which variables will load on which 
factors (Kim and Mueller 1978:55). Contextualised to the research in 
question, the researcher seeks to determine, for instance, if methods 
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created to present a latent variable (such as consumers’ perceived product 
quality and consumers’ satisfaction) really belong together in the same 
hypothetical construct.  
 
Confirmatory factor analysis will be done by using Statistica (Statistica 8.0, 
1984-2007). For CFA in SEM, researchers are advised to use principal factor 
analysis rather than principal components analysis as the type of factoring 
(Cooper and Schindler 2003:635; Hair et al. 1998:590; Kim and Mueller 
1978:62). Principal factor analysis is a form of factor analysis which seeks the 
least number of factors which can account for the variance explained of a set of 
variables. This method allows the researcher to examine factor loadings of 
research variables to determine if they load on factors as predicted 
(pre-specified) by the researcher’s hypothetical model (Figure 1.7 of Chapter 
One).  
 
The traditional method of CFA was adopted for this research. The approach as 
described above reflects the first phase of data analyses. Previous empirical 
research (Liu 2007; Lee and Chen 2006; Han 2006; Green and Boshoff 2002; 
Saleh and Ryan 1991) supplemented with an extensive analysis of secondary 
sources, provides ample support for the structure of the hypothetical model 
which will be subjected to CFA procedures. In CFA, the researchers already 
clearly know what the measures imply, and the objective is to test propositions, 
such as whether the factor structure of a measure, for example, word of mouth 
and past experience, are the same as they were contextualised in literature.  
 
It needs to be emphasised that CFA was used within the SEM framework to 
validate (confirm) the hypothetical model. The purpose of the research did not 
include the comprehensive SEM process which also includes the fitting of the 
structural model through path analysis with latent variables.  
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6.3.2 Validity of research instrument 
 
As previously mentioned, structural equation modeling (SEM) is a statistical 
technique that can be used for testing and estimating causal relationships in a 
hypothetical model. Since SEM is a confirmatory approach, the validation of the 
measuring instrument is of prime importance (Kline 2005). The first phase of 
data analysis entailed an assessment of the validity of the research instrument. 
The validity of a research instrument refers to the extent to which a measure or 
set of measures correctly represents the concept of study. Validity is therefore 
concerned with how well the concept is defined by the measure(s) (Garson 
2008:6). 
 
As stated in Section 2.4.3 of Chapter Two, two main types of validity have been 
identified to be relevant to this research when using a confirmatory factor 
analysis, namely construct and nomological validity. As proposed by Garson 
(2008), Schumacker and Lomax (2004) and Hair et al. (1998) propose that 
construct validity splits into its two subcomponents, namely convergent and 
discriminant validity. For the sake of ease of reading, the core definition of each 
type of validity will be repeated.  
 
 Construct validity has to do with the logic of items which comprise 
measures of concepts like consumers’ perceived product quality and 
satisfaction.  
 Convergent validity, a subtype of construct validity, occurs when several 
variables deemed to measure the same construct correlate with each other 
(like those which impact on consumers’ perceived product quality and 
satisfaction). 
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 Discriminant validity, the second subtype of construct validity, refers to the 
requirement that two conceptually similar concepts are distinct. 
 Nomological validity is achieved when the summated scale reflects 
accurate predictions of other concepts in a theoretically based model.  
 
The technique of principle factor analysis is preferred for the purpose of CFA in 
SEM (Garson 2008). As stated, based on prior verified theories pertaining to 
tourism service quality and tourism satisfaction, the number of factors was 
pre-specified as well as the items which had to load on the identified factors. 
The computer programme Statistica was used to conduct the confirmatory 
factor analysis (Statistica 8.0, 1984-2007).  
 
An unanswered question is how a confirmatory factor analysis is related to 
validity. Pattern coefficients, also referred to as factor loadings, factor pattern 
coefficients, or validity coefficients of the confirmatory factor analysis, need to 
be interpreted (Schumacker and Lomax 2004:212).  
 
In a confirmatory factor analysis, a finding that items have high factor loading 
on the predicted (pre-specified) factors indicates proof of convergent validity. By 
convention the pattern coefficients should have loadings of 0.7 or higher to 
demonstrate acceptable validity (Schumacker and Lomax 2004:212). In an 
oblique rotation, discriminant validity is demonstrated if the correlation (ρ) 
between factors is lower than 0.85, should ρ≥0.85 it may lead to the conclusion 
that theoretically the two factors overlap (Schumacker and Lomax 2004:212).   
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6.3.3 Reliability of research instrument 
 
In this research, Cronbach alpha reliability coefficients were used to assess the 
internal consistency of the entire scale. This phase of the data analysis focused 
on the assessment of the reliability (internal consistency) of the research 
instrument by means of a reliability analysis. In each step of this procedure, 
Cronbach alpha reliability coefficients of the research instrument were 
computed so that individual variables (items) could be removed to improve the 
reliability of the research instrument, if necessary. The Statistica programme 
(Statistica 8.0, 1984-2007) was used for this purpose. 
 
The generally agreed lower limit for Cronbach alpha reliability coefficients is 
0.70, although the requirement may be lowered to 0.60 in the case of 
exploratory research (Hair et al. 1998:118). Generally speaking, reliability 
coefficients lower than 0.60 are deemed to be questionable; those close to 0.70 
as acceptable; and coefficients larger than 0.80 as good (Bernardi 1994:767; 
Sekaran 1992:174, 284, 287). 
 
6.3.4 Multiple linear regression analysis  
 
Multiple regression enables a researcher to establish whether a set of 
independent variables explains a proportion of the variance in a dependent 
variable at a significant level (through a significance test of R²) (Schumacker 
and Lomax 2004). Multiple linear regression analysis is an extension of 
bivariate regression analysis, which allows for the simultaneous investigation of 
the effect of two or more independent variables on a single interval-scaled or 
ratio-scaled dependent variable (Schumacker and Lomax 2004; Blumberg et al. 
2005:743; Zikmund 2003:576). 
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In this research, one set of multiple linear regression analyses was performed 
to assess whether the seven independent variables impacted on product quality, 
and hence consumers’ satisfaction. The Statistica programme (Statistica 8.0, 
1984-2007) was used to perform the multiple regression analysis.   
 
For the purpose of this research, the first set of hypotheses will be tested by 
using multiple linear regression analysis. 
 
First set of hypotheses: Impact of independent variables on intervening 
variable (consumers’ perceived product quality). 
 
 H1.1: There is a positive relationship between independent variable 
“word-of-mouth” and intervening variable “consumers’ perceived product 
quality”. 
 H1.2: There is a positive relationship between the independent variable 
“past experience” and the intervening variable “consumers’ perceived 
product quality”. 
 H1.3: There is a positive relationship between the independent variable 
“South African culture” and the intervening variable “consumers’ perceived 
product quality”. 
 H1.4: There is a positive relationship between the independent variable 
“explicit and implicit service promises” and the intervening variable 
“consumers’ perceived product quality”. 
 H1.5: There is a positive relationship between the independent variable 
“media channel” and the intervening variable “consumers’ perceived 
product quality”. 
 H1.6: There is a positive relationship between the independent variable 
“product offerings” and the intervening variable “consumers’ perceived 
product quality”. 
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 H1.7: There is a positive relationship between independent variable 
“convenience factors” and intervening variable “consumers’ perceived 
product quality”. 
 
6.3.5 Matched pair t-tests and Cohen’s d  
 
A t-test is a technique used to test the hypothesis that the mean scores on 
some interval-scaled variables are significantly different for two independent 
samples or groups (Blumberg et al. 2005:664; Zikmund 2003:524). Matched 
pair t-tests were conducted to assess if any differences exist in perceptions 
between expectations and actual experiences of the consumers shopping for 
FMCG at Pick ‘n Pay Hypermarket. 
 
In addition to the matched pair t-tests, Cohen’s d was also calculated. Cohen’s 
d is the appropriate effect size measure to use in the context of a t-test on 
means. Cohen’s d is defined as the difference between two means divided by 
the pooled standard deviation for those means (Cohen 1992:155-159). 
Different researchers offer different advice regarding how to interpret the 
resultant effect size. The most acceptable opinion is that of Cohen 
(1992:155-159) regarding the interpretation, namely that a value (d) of 0.2 and 
larger, but smaller than 0.5 (0.2 ≤ d < 0.5) is indicative of a small effect size; 0.5 
and larger but smaller than 0.8 (0.5 ≤ d < 0.8) is indicative of a medium effect 
size; and 0.8 and larger (d ≥ 0.8) is indicative of a large effect size.  
 
It is important to interpret the effect size. In inferential statistics, such as 
matched pair t-tests, the effect size contributes to determine whether a 
statistically significant difference is really a difference of practical concern. The 
effect size enables researchers to identify whether the difference observed is a 
difference that matters for decision making purposes. In summary, Cohen’s d is 
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the appropriate effect size measure to interpret differences in the context of a 
matched pair t-tests on mean scores and represents an additional analytical 
procedure for a single sample matched pair t-test (Sheskin 2000:72-86).  
 
For the purpose of analysing the difference between the mean scores and 
determining the effect size, the second set of hypotheses were tested.  
 
Second set of hypotheses: Potential disparity between expectations and 
perceptions of actual product quality experiences by consumers (Gap 5). 
 
 H2.0: There are no perceived differences between “consumers’ 
expectations” and their “perceptions” (actual experience) of product quality. 
 H2.A: There are perceived differences between “consumers’ expectations” 
and their “perceptions” (actual experience) of product quality. 
 
6.3.6 Mean scores and relative percentage ratings 
 
To further explore the second set of hypotheses, which deals with expectations 
and actual experiences of consumers of FMCG, an analysis of the mean scores 
was performed and the resultant statistics were expressed in terms of a 
possible “gap”. Besides the above, this analysis was further extended by 
expressing the mean scores in terms of relative percentage levels of 
satisfaction. Such relative percentage levels of satisfaction may also be 
interpreted as the impact of levels of product quality.  
 
The methodologies of the above-mentioned analyses will be described together 
with the relevant tables in Section 6.4.4 of this chapter. 
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6.3.7 Linear regression analysis (perceived product quality on consumers’ 
satisfaction) 
 
Based on the argument that satisfaction is a super-ordinate construct to product 
quality, linear regression analyses were performed to establish the relationships 
as formulated in the second set of hypotheses. Linear regression is used to 
make predictions about a single value, for example, the impact of consumers’ 
perceived product quality on consumers’ satisfaction.  
 
To test the second set of hypotheses, linear regression analysis was used to 
measure the linear association between the intervening variable (consumers’ 
perceived product quality) and the dependent variable (consumers’ satisfaction). 
Linear regression analysis assumes that the dependent variable is predicatively 
linked to the preceding variable (Zikmund 2003:556).  
 
Third set of hypotheses: Impact of intervening variable (consumers’ 
perceived product quality) on dependent variable (overall level of consumers’ 
satisfaction) 
 
 H3.1: There is a positive relationship between intervening variable 
“consumers perceived level of product quality” and dependent variable 
“overall level of consumers’ satisfaction”. 
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6.4 EMPIRICAL FINDINGS  
 
6.4.1 Confirmatory factor analysis (CFA) of expected product quality and 
satisfaction 
 
As stated, based on secondary sources, the statements in the questionnaire 
were pre-specified into nine groupings. The nine groupings appear in Table 6.1 
which also shows the wording of the statements associated with all the 
variables of the hypothetical model.  
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TABLE 6.1: Groupings of independent, intervening, and dependent  
variables as per secondary sources 
INDEPENDENT VARIABLES 
Variables Questionnaire item number * Statements 
Word of mouth 
1 The opinions of my family or friends created good perceptions of Pick ‘n Pay Hypermarket’s products (FMCG) and services 
10 Word of mouth communication is useful to evaluate FMCG   
19 Word of mouth communication reveals potential problems in FMCG and services  
28 Word of mouth communication has created positive perceptions regarding South African FMCG retailers (e.g. Pick ‘n Pay Hypermarket) 
39 Word of mouth information contributed towards my negative feelings of the quality of FMCG and services.  
Past 
experience 
2 My most recent shopping experience at Pick ‘n Pay Hypermarket was more enjoyable than my past shopping experiences. 
11 My past shopping experiences played a role on what to expect when shopping at Pick ‘n Pay Hypermarket. 
20 My past shopping experiences contributed to problem-solving when visiting the Pick ‘n Pay Hypermarket. 
29 My past shopping experiences contributed towards my various needs in shopping for FMCG. 
40 My past shopping experiences contributed towards positive feelings of Pick ‘n Pay Hypermarket. 
South African 
culture 
3 I encountered no language barriers whilst shopping at Pick ‘n Pay Hypermarket. 
12 My religious beliefs were fully respected while shopping at Pick ‘n Pay Hypermarket. 
21 Pick ‘n Pay Hypermarket is knowledgeable concerning various South African traditions and cultures (e.g. Xhosa, Muslim, Jewish, Afrikaner, etc) 
30 Pick ‘n Pay Hypermarket did not discriminate against me in any way (e.g. mode of dress, ethnicity, etc) 
41 Pick ‘n Pay Hypermarket understands the attitudes, likes, and dislikes of consumers. 
Service 
promises 
4 The promised service quality level is above the level that I required. 
13 I received accurate promises from Pick ‘n Pay Hypermarket pertaining to actual service quality delivery. 
22 The equipment of Pick ‘n Pay Hypermarket adequately addresses the type and level of the promised services. 
31 As a consumer, I was sufficiently aware of what services Pick ‘n Pay Hypermarket provides to me. 
42 The price of FMCG provided by Pick ‘n Pay Hypermarket reflects the quality of service. 
Media Channel 
5 Pick ‘n Pay Hypermarket’s advertising material was easy to access.   
14 I was exposed to a high variety of FMCG whilst shopping at Pick ‘n Pay Hypermarket. 
23 Pick ‘n Pay Hypermarket uses relevant media channels to promote or advertise their products (FMCG) and services.   
32 Pick ‘n Pay Hypermarket creates good images via media communication. 
43 The communications material provided by Pick ‘n Pay Hypermarket conveys the correct information.    
* See also Annexure A.  
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TABLE 6.1: Groupings of independent, intervening, and dependent 
variables as per secondary sources (continued) 
INDEPENDENT VARIABLES 
Variables Questionnaire item number * Statements 
Product 
Offerings 
6 The product offerings at Pick ‘n Pay Hypermarket meet my needs. 
15 The quality of merchandise found at Pick ‘n Pay Hypermarket is of a high standard. 
24 Pick ‘n Pay Hypermarket offers a wide selection of different brands. 
33 The packaging of merchandise is of a high quality and is easily recognizable. 
38 All merchandise offered by Pick ‘n Pay Hypermarket meet the quality requirements of the SABS. 
44 Product offerings at Pick ‘n Pay Hypermarket are always readily available on the shelves. 
Convenience 
factors 
7 Pick ‘n Pay Hypermarket is easily accessible to me, and there are always adequate parking facilities available. 
16 As a consumer, I am able to quickly identify and select the desired products. 
25 As a consumer, I find it easy to obtain the desired products. 
34 As a consumer, I find the speed of checkout to be very fast. 
37 I find it very easy to navigate through the store. 
45 The hours of operation at Pick ‘n Pay Hypermarket suits me well. 
48 Pick ‘n Pay Hypermarket offers extremely efficient till operators. 
49 The layout and design of Pick ‘n Pay Hypermarket is very user-friendly.  
INTERVENING VARIABLE 
Variable Questionnaire Item number * Statements 
Consumers’ 
perceived 
product quality 
8 I experienced positive feelings by purchasing quality products at Pick ‘n Pay Hypermarket.  
17 I shop at Pick ‘n Pay Hypermarket because of its credible market reputation. 
26 The merchandise found at Pick ‘n Pay Hypermarket are consistently of a high quality. 
35 I believe Pick ‘n Pay Hypermarket enjoys a strong/reliable brand image in terms of its FMCG. 
46 Shopping at Pick ‘n Pay Hypermarket resulted in excellent product quality experiences by me.  
DEPENDENT VARIABLE 
Variable Questionnaire Item number * Statements  
Consumers’ 
satisfaction 
9 Shopping at Pick ‘n Pay Hypermarket has been a pleasant experience for me. 
18 My decision to shop at Pick ‘n Pay Hypermarket was wise. 
27 My needs were fulfilled when shopping at Pick ‘n Pay Hypermarket. 
36 An overall satisfaction was experienced on the quality of products provided by Pick ‘n Pay Hypermarket.  
47 Based on my levels of satisfaction, I will revisit Pick ‘n Pay Hypermarket.  
* See also Annexure A.  
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The pre-specified groupings as shown in Table 6.1 were entered into the 
Statistica programme (Statistica 8.0, 1984-2007) with the instruction that the 
items (statements) must load on the nine pre-specified factors. The purpose 
was to find out if the loadings of the measured variables conform to what is 
expected on the basis of pre-established theories pertaining to perceived 
product quality and consumers’ satisfaction. 
 
The confirmatory factor matrix for expected product quality and satisfaction 
appears in Table 6.2. The pattern coefficients (factor loadings) represent the 
correlation coefficients between the variables (rows) and factors (columns).  
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TABLE 6.2: Confirmatory factor matrix for consumers’ expected  
product quality and satisfaction 
Item 
  
Number*  
Factor  
1 
Factor  
2 
Factor  
3 
Factor  
4 
Factor  
5 
Factor  
6 
Factor  
7 
Factor  
8 
Factor  
9 
Word of 
mouth 
Past 
experience 
South 
African 
culture 
Service 
promises 
Media 
Channel 
Product 
offerings  
Convenience 
factors 
Consumers 
perceived 
product 
quality 
Consumers 
satisfaction 
19 0.736         
28 0.563         
39 0.812         
2  0.741        
20  0.701        
29  0.801        
40  0.635        
3   0.504       
12   0.580       
21   0.726       
30   0.653       
41   0.641       
4    0.717      
13    0.718      
22    0.718      
31    0.599      
42    0.620      
5     0.648     
14     0.720     
23     0.759     
32     0.719     
43     0.590     
6      0.684    
15      0.813    
24      0.694    
33      0.700    
16       0.812   
37       0.802   
49       0.758   
8        0.700  
17        0.792  
26        0.830  
46        0.761  
9         0.857 
18         0.810 
47         0.742 
Variance 
explained 1.671 2.284 1.954 2.288 2.380 2.145 2.050 2.489 1.995 
Cronbach 
Alpha 0.569 0.715 0.565 0.694 0.716 0.731 0.766 0.776 0.762 
Loadings ≥ than 0.50 were considered significant  
* See Annexure A for wording of the statements. 
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The challenge is to interpret the pattern coefficients (factor loadings) worth 
considering. Hair et al. (1998:111) provide a rule of thumb as an approach for 
making a preliminary assessment of the factor matrix. Factor loadings larger than 
0.30 are considered to meet just the minimum level; loadings of approximately 
0.40 are considered more important; and loadings of 0.50 or greater are 
considered as practically significant. For assessing the validity of the measuring 
instrument when doing a confirmatory factor analysis, it was stated that by 
principle the pattern coefficients must be 0.70 or higher (Schumacker and Lomax 
2004:212). Therefore the larger the absolute size of the pattern coefficients, the 
more important the loading when interpreting the confirmatory factor matrix.  
 
It should be noted that required factor loadings are also closely linked to the 
sample size. Table 6.3 provides a guideline for identifying the minimum cut-off of 
factor loadings based on sample size.  
 
TABLE 6.3: Guideline for identifying significant factor loadings based on  
sample size 
Factor loading Sample size needed for significance  
0.30 350 
0.35 250 
0.40 200 
0.45 150 
0.50 120 
0.55 100 
0.60 85 
0.65 70 
0.70 60 
0.75 50 
Source: Hair et al. (1998:112)  
 
 
In conclusion, with an actual sample of 293 questionnaires suitable for statistical 
analysis, it appears that a factor loading of 0.35 reflects the minimum cut-off. 
However, for practical considerations, a factor loading of 0.50 will be utilised for 
the research in question. 
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(i) Reliability of the expected product quality and satisfaction items 
 
As explained, reliability pertains to the credibility of the research findings, where 
the focus is on the accuracy and precision of the measurement procedure. 
Inspection of the Cronbach alpha reliability coefficients for expected product 
quality and satisfaction reveal that seven of the nine factors have coefficients of 
higher than 0.60 (Table6.2). Based on this finding, the reliability for 
‘expectations’ can be described as good. A possible reason for the high 
Cronbach alpha coefficients is most likely linked to the fact that South African 
consumers, from a practical and educational buying perspective on FMCG, are 
well-established. They have many realistic expectations about FMCG based on 
reputable knowledge levels and a vast background of prior shopping 
experience. 
 
(ii) Construct and nomological validity of expected product quality and 
consumers’ satisfaction items  
 
As stated, confirmatory factor analysis seeks to determine if the number of 
factors and loadings of measured variables conform to what is expected on the 
basis of pre-established theory. Table 6.2 depicts the nine factors as 
pre-specified with their pattern coefficients (factor loadings). Altogether, 13 items 
had factor loadings of lower than 0. 50 and were not included in the matrix. The 
13 items which were excluded are listed in Table 6.4:  
 
All the remaining pattern coefficients demonstrated loadings ranging between 
0.504 and 0.857, signalling the correlation between the variables and 
pre-specified factors.  
 
Given the pattern coefficients, the construct validity, which has to do with the 
logic of the variables, which comprise measures of consumers’ perceived 
product quality and consumers’ satisfaction, can be regarded as good for the 
‘expectation’ scales. The motivation for the above statement is based on the 
high pattern coefficients as shown in Table 6.2. Table 6.2 reveals that 25 of the 
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35 pattern coefficients are above the required 0.70 as stated by convention 
(Schumacker and Lomax 2004:212). Based on this finding, the validity of this 
scale can be confirmed and will be used to assess the product quality of FMCG 
and consumers’ satisfaction. 
 
TABLE 6.4: Excluded items pertaining to ‘expectations’  
Variable Questionnaire Item number * Statements 
Word of mouth 
1 The opinions of my family or friends created positive perceptions of Pick ‘n Pay products and services 
10 Word of mouth communication is useful to evaluate Pick ‘n Pays’ products 
Past 
experience 11 My shopping experience at Pick ‘n Pay influenced my perception. 
Product 
Offerings 
38 All merchandise offered at Pick ‘n Pay meet the SABS quality requirements. 
44 Products at Pick ‘n Pay are always readily available on the shelves. 
Convenience 
factors 
7 There are always adequate parking facilities available at Pick ‘n Pay. 
25 Pick ‘n Pay is easily accessible to me 
34 The speed of checkout at Pick ‘n Pay is satisfactory. 
45 The hours of operation at Pick ‘n Pay suit me well. 
48 Pick ‘n Pay offers efficient till operators. 
Consumers’ 
perceived 
product quality 
35 The brand name of Pick ‘n Pay is strong 
Consumers’ 
satisfaction 
27 My needs were fulfilled when shopping at Pick ‘n Pay. 
36 I am satisfied with the quality of products provided by Pick ‘n Pay. 
* See also Annexure A. 
 
Given the findings of acceptable levels of reliability and validity for the 
expectation scales, attention is now also placed on the actual experience scales 
to ascertain if the hypothetical model can be further validated. 
 
6.4.2 Confirmatory factor analysis of ‘actual experiences’ of product quality 
and satisfaction   
 
(i) Reliability of the actual experienced product quality and consumers’ 
satisfaction items 
 
The same confirmatory factor analysis procedures were followed for assessing 
‘actual experiences’ of consumers’ perceived product quality and satisfaction. Of 
the 49 statements in the research instrument, as many as 35 items loaded onto 
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the pre-specified nine factors. The factors and pattern coefficients appear in 
Table 6.5.  
 
TABLE 6.5: Confirmatory factor matrix for ‘actual experiences’ of 
consumers’ product quality and satisfaction 
Item 
  
Number*  
Factor  
1 
Factor  
2 
Factor  
3 
Factor  
4 
Factor  
5 
Factor  
6 
Factor  
7 
Factor  
8 
Factor  
9 
Word of 
mouth 
Past 
experience 
South 
African 
culture 
Service 
promises 
Media 
Channel 
Product 
offerings  
Convenience 
factors 
Consumers 
perceived 
product 
quality 
Consumers 
satisfaction 
19 0.777         
28 0.765         
39 0.766         
2  0.801        
20  0.616        
29  0.839        
40  0.786        
3   0.589       
21   0.633       
30   0.680       
41   0.707       
4    0.772      
13    0.736      
22    0.702      
31    0.547      
42    0.615      
5     0.659     
14     0.644     
23     0.767     
32     0.770     
43     0.555     
6      0.792    
15      0.792    
24      0.598    
33      0.704    
38      0.546    
44      0.682    
16       0.837   
37       0.834   
49       0.757   
8        0.727  
17        0.744  
26        0.805  
46        0.815  
9         0.772 
18         0.848 
         0.688 
         0.718 
47         0.757 
Variance 
explained 1.907 2.448 1.896 2.308 2.338 2.872 2.069 2.463 2.879 
Cronbach 
Alpha 0.674 0.771 0.583 0.701 0.703 0.757 0.785 0.776 0.825 
Loadings ≥ than 0.50 were considered significant  
* See Annexure A for wording of the statements.  
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Table 6.5 shows Cronbach alpha reliability coefficients with values between 
0.546 and 0.825. The only relatively low Cronbach Alpha reliability coefficients 
are for ‘South African culture’ (0.583), and ‘word of mouth’ (0.674). For the other 
pre-specified factors, the Cronbach Alpha reliability coefficients are in excess of 
0.701. Given the interpretation of the Cronbach alpha coefficients, the reliability 
of the ‘actual experiences’ scale can be regarded as good. 
 
(ii) Construct and nomological validity of actual experienced product quality 
and satisfaction items  
 
Table 6.5 depicts the nine pre-specified factors with their loadings. Of the 49 
statements (items), only 10 obtained loadings of less than 0.50 and are not 
included in Table 6.5. The pattern coefficients range from 0.546 to 0.848 which 
signals high levels of correlation coefficients between the pre-specified variables 
and factors.  
 
The reliability and validity of the pre-specified factors can be interpreted as 
follows:  
 
Factor one: ‘Word of mouth’ 
 
Only three of the pre-specified items loaded on Factor one. The two items which 
did not load, obtained loadings of less than 0.50. They are:  
 
 Statement 01: The opinions of my family or friends created positive 
perceptions of Pick ‘n Pay products and services 
 Statement 10: Word of mouth communication is useful to evaluate Pick ‘n 
Pay’s products 
Only 38.14 percent of the variance is explained. The Cronbach alpha reliability of 
this scale is between 0.60 and 0.70 (0.674), which can be regarded as 
acceptable for an exploratory research. 
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Factor two: ‘Past experience’ 
 
Four of the five pre-specified statements loaded on factor two with pattern 
coefficients between 0.616 and 0.839. The lowest pattern coefficient (0.326) that 
did not load was for: 
 Statement 11: My shopping experience at Pick ‘n Pay influenced my 
perception. 
The pre-specified statements account for 48.97 percent of the variation of Factor 
two. The reliability of this scale is confirmed (Cronbach alpha = 0.771).  
 
It should be noted that two of the four statements loaded obtained pattern 
coefficients in excess of 0.801, which is evidence of convergent validity.  
 
Factor three: ‘South African culture’ 
 
Four of the pre-specified items loaded on Factor three. The only item which did 
not load, obtained a loading of 0.431, namely:  
 Statement 12: My religious beliefs were respected while shopping at Pick ‘n 
Pay. 
A mere 37.91 percent of the variance is explained. The Cronbach alpha reliability 
of this scale is close to 0.60 (0.583), which can be regarded as acceptable for an 
exploratory research. 
  
Factor four: ‘Service Promises’ 
 
All the pre-specified statements pertaining to ‘service promises’ loaded as 
pre-specified obtaining pattern coefficients between 0.547 and 0.772. The items 
specified to load on ‘service promises’ account for 46.16 percent of the variance. 
The Cronbach alpha reliability coefficient is 0.701, which is regarded as good.  
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Factor five: ‘Media channel’ 
 
All five pre-specified statements pertaining to ‘media channel’ have pattern 
coefficients between 0.555 and 0.770. Statement 43 ‘the communications 
material provided by Pick ‘n Pay conveys the correct information’ has the lowest 
pattern coefficient of 0.555. The items specified to load on ‘media channel’ 
account for 46.76 percent of the variance of factor five. The reliability of this scale 
is acceptable (Cronbach alpha = 0.703). 
 
Factor six: ‘Product offerings’ 
 
The six statements in the research instrument phrased to measure the variable 
‘product offerings’ obtained pattern coefficients with a range of 0.598 and 0.792, 
and thus all loaded onto factor six. The pattern coefficient for item 24 (0.598) 
read as follows: ‘Pick ‘n Pay offers a wide selection of different brands’. The 
items specified to load on ‘product offerings’ account for 47.87 percent of the 
variance. The Cronbach alpha reliability coefficient is 0.757, which is acceptable 
for exploratory research. 
 
Factor seven: ‘Convenience factors’ 
 
No more than three of the eight pre-specified items loaded on factor seven. The 
items which did not load, obtained loadings of less than 0.50. They are:  
 Statement 07: There are always adequate parking facilities available at Pick 
‘n Pay 
 Statement 25: Pick ‘n Pay is easily accessible to me 
 Statement 34: The speed of checkout at Pick ‘n Pay is satisfactory 
 Statement 45: The hours of operation at Pick ‘n Pay suits me well 
 Statement 48: Pick ‘n Pay offers efficient till operators 
Only 25.87 percent of the variance is explained. However, the Cronbach alpha 
reliability of this scale is 0.785, which can be regarded as good for exploratory 
research. Two of the three variables which loaded on factor seven have pattern 
coefficients in excess of 0.833 signalling high levels of convergent validity.  
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Factor eight: ‘Consumers’ perceived product quality’ 
 
Four of the identified five statements pertaining to ‘consumers’ perceived product 
quality’ obtained relatively high pattern coefficients of between 0.727 and 0.815, 
which is evidence of convergent validity. Statement 35 ‘the brand name of Pick ‘n 
Pay is strong’ has the lowest pattern coefficient of 0.261. Thus, the items 
specified to load on ‘consumers’ perceived product quality’ account for 49.26 
percent of the variance of the specified factor. The reliability of this scale is close 
to 0.80 (Cronbach alpha = 0.776), which is regarded as good. 
 
Factor nine: ‘Consumers’ satisfaction’ 
 
All five statements in the research instrument designed to measure the variable 
‘consumers’ satisfaction’ obtained pattern coefficients between 0.688 and 0.848. 
The items specified to load on ‘consumers’ satisfaction’ account for 57.58 
percent of the variance of this specified factor. The Cronbach alpha reliability 
coefficient is 0.825, which is regarded as good.  
 
6.4.3 Findings on the confirmatory factor analyses of expected and actual 
experiences of product quality and satisfaction.  
 
The confirmatory factor structures as shown in Tables 6.2 (expectations) and 
6.5 (actual experiences) differ only slightly from each other. Firstly, the pattern 
coefficients for ‘actual experiences’ (performance) are generally only slightly 
higher than those for ‘expectations’. Thirteen ‘expectations’ items had pattern 
coefficients lower than 0.50. Whereas,ten of the ‘actual experiences’ items 
obtained pattern coefficients lower than 0.50. Secondly, the Cronbach alpha 
reliability coefficients for ‘actual experiences’ are all very similar to the 
coefficients for ‘expectations’, usually the latter being moderately greater in 
value, except for factor five (media channel) which shows only a slight 
difference between the ‘expectations’ Cronbach alpha value of 0.716, and the 
‘actual experiences’ value of 0.703. This finding demonstrates adequate levels 
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of reliability for the ‘actual experiences’ scale. Thirdly, the variance explained 
(expressed as a percentage) for the ‘actual experiences’ scale is generally a 
little higher as compared to ‘expectations’, with exception to the variance of 
factor three (South African culture) revealing ‘expectations’ of 39.1 percent and 
‘actual experiences’ of 37.9 percent, as well as factor five (media channel) with 
its ‘expectations’ of 47.6 percent and ‘actual experiences’ of 46.7 percent. Thus, 
showing that the items for ‘actual experiences’ generally account for a slightly 
higher percentage of the variation of the specified factors.  
 
A possible explanation for the rather diminutive differences in the confirmatory 
factor analysis structures hinges on the fact that South Africa is a 
well-established consumer market, where consumers (of specifically FMCG) 
are well educated about their shopping environments. Consumers live and work 
in an environment which allows relatively simple accessibility to a vast array of 
retailers that offer a broad range of products and services to choose from. Thus, 
without even realising it, every consumer builds up a good knowledge of what 
to expect from different FMCG retailers, such as Pick ‘n Pay Hypermarket. 
Stated differently, the buying of FMCG from retailers is a very well-known 
routine for South African consumers. Given the above reality, South African 
consumers are seen to be confident in terms of expectations. Their actual 
shopping encounters demonstrate a convergence of experiences which may be 
linked to product quality and satisfaction.  
 
Sufficient empirical evidence is available to motivate why ‘actual experience’ 
(performance) scales are the most applicable to assess product quality and 
satisfaction. Examples of previous research supporting this view include the 
following:  
 
 A study by Churchill and Surprenant (1982:491-504) supports the efficacy of 
using only performance perceptions (actual experiences) to measure quality. 
The findings suggested that performance alone determines satisfaction.  
 From the results of an empirical experiment, Bolton and Drew (1991:1-9) also 
conclude that current performance ratings strongly affect attitudes (product and 
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service quality) whereas the effects of disconfirmation are generally 
insignificant and transitory.  
 Empirical evidence by Cronin and Taylor (1992:64) clearly supports the use of 
performance based measures of service quality and product quality.  
 Anton and Perkins (1997:34-35) also mention that product expectations are 
driven by the segment variables, as well as previous satisfaction experiences. 
 Grönroos (1984) recognized that the quality of the product or service 
determines what personal experiences and problems consumers had, which 
sequentially led to their past experience, and thus satisfaction emotion. 
 Boulding, Kalra, Staelin and Zeithaml (1993:24) support the conclusions of 
Cronin and Taylor (1992) by stating that their results were incompatible with 
both the one-dimensional view of expectations and the gap formation for 
product and service quality. Instead, they found that quality is directly 
influenced only by perceptions of performance. 
 
On the basis of the preceding collective evidence, the ‘actual experiences’ 
(perceptions of performance) scales were used to assess the product quality of 
FMCG and the overall levels of consumers’ satisfaction.  
 
6.4.4 Assessment of the hypothesised relationships 
 
(i) Findings on first set of hypotheses: Impact of the independent variables 
on the intervening variable (consumers’ perceived product quality) 
 
As explained in Section 6.3.4 of this chapter, multiple regression analysis was 
performed to assess whether the identified seven independent variables 
exerted a significant statistical impact on the intervening variable, consumers’ 
perceived product quality.  
 
The multiple linear regression results are reported in Table 6.6. The statistics of 
the table show that all identified independent variables exerted a significant 
impact on the intervening variable, ‘consumers’ perceived product quality’.  
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TABLE 6.6: Multiple linear regression analysis (experiences): Impact 
variables on ‘product quality’ 
Intervening variable: Product quality  
Parameter Estimate (Beta coefficient) t-value 
Exceedance 
probability 
Std error of 
estimate 
Intercept 
Word of mouth 
Past experience 
South African culture 
Service promises 
Media channel 
Product offerings 
Convenience factors 
 
0.077 
0.360 
0.051 
0.010 
0.096 
0.276 
0.222 
1.097 
1.817 
6.936 
0.943 
0.149 
1.806 
4.881 
4.330 
 
0.2734 
0.0702 
0.0000 
0.3467 
0.8817 
0.0720 
0.0000 
0.0000 
 
 
 
* 
*** 
 
 
* 
*** 
*** 
 
0.3287 
0.0480 
0.0541 
0.0672 
0.0769 
0.0701 
0.0718 
0.0501 
R2   Product quality mean 
34.11%   5.207 
*   = p < 0.10 
**  = p < 0.05 
*** = p < 0.01 
 
 
 
In total, the seven independent variables as listed in Table 6.6, explained a 
34.11 percent of the variance in the intervening variable.  
 
Of importance are the interpretations of the t-values as reported in Table6.6. 
The higher the t-values are, the stronger the impact of the independent 
variables on ‘consumers’ perceived product quality’ (intervening variable). 
Noteworthy are the high t-values for ‘past experience, product offerings, and 
‘convenience factors’ impacting on ‘consumers’ perceived product quality’. A 
low t-value indicates a weak relationship between the independent variable and 
‘consumers’ perceived product quality’.  
 
Testing of hypotheses 
 
The independent variables as depicted in the hypothetical model (Figure 1.7) of 
Chapter One were shown as directional hypotheses. The implicit assumption is 
that they are actually null and alternative hypotheses. As is well known, the null 
hypothesis signals no relationship between the variables as indicated in Figure 
1.7, whereas the alternative hypotheses reflect certain relationships. 
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Technically speaking the alternative hypotheses are similar to the directional 
hypotheses.  
 
 H1.1: There is a positive relationship between independent variable 
“word-of-mouth” and intervening variable “consumers’ perceived product 
quality”. 
 Table 6.6 reports a statistically significant positive relationship between the 
product quality variable ‘word of mouth’ and consumers’ perceived product 
quality (p < 0.10).  
 H1.1 is not rejected.  
Therefore, the null hypothesis is rejected. There is thus sufficient evidence at 
the 90 percent level of significance to support the alternative (directional) 
hypothesis.  
 
 H1.2: There is a positive relationship between the independent variable “past 
experience” and the intervening variable “consumers’ perceived product 
quality”. 
 Inspection of Table 6.6 reveals that there is a significant statistical relationship 
between the stated independent variable and intervening variable. From the 
above, it follows that:  
 H1.2 is not rejected.  
Therefore the null hypothesis is rejected. There is thus sufficient evidence at 
the 99 percent level of significance to support the alternative (directional) 
hypothesis.  
 
 H1.3: There is a positive relationship between the independent variable “South 
African culture” and the intervening variable “consumers’ perceived product 
quality”. 
 The statistics of Table 6.6 reveal that there is no statistical relationship between 
‘South African culture’ and the intervening variable, ‘consumers’ perceived 
product quality’ (p > 0.10). From the above, it follows that:  
 H1.3 is rejected. 
From the above statistics it is evident that the null hypothesis could not be 
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rejected. There is thus insufficient evidence at the 90 percent level of 
significance to support the alternative (directional) hypothesis.  
 
 H1.4: There is a positive relationship between the independent variable “explicit 
and implicit service promises” and the intervening variable “consumers’ 
perceived product quality”. 
 Table 6.6 reports an insignificant statistical relationship between the stated 
independent variable and intervening variable (p > 0.10). From the above, it 
follows that: 
 H1.4 is rejected.  
Therefore the null hypothesis is not rejected. There is thus insufficient evidence 
at the 90 percent level of significance to support the alternative (directional) 
hypothesis. 
 
 H1.5: There is a positive relationship between the independent variable “media 
channel” and the intervening variable “consumers’ perceived product quality”. 
 Table 6.6 reveals that there is a significant statistical relationship between the 
stated independent variable and intervening variable (p < 0.10). Therefore, it 
follows that: 
 H1.5 is not rejected.  
Therefore the null hypothesis is rejected. There is thus sufficient evidence at 
the 90 percent level of significance to support the alternative (directional) 
hypothesis.  
 
 H1.6: There is a positive relationship between the independent variable “product 
offerings” and the intervening variable “consumers’ perceived product quality”. 
 The statistics of Table 6.6 reflects a statistically significant positive relationship 
between the product quality variable ‘product offerings’ and the intervening 
variable, ‘consumers’ perceived product quality’ (p < 0.01).  
 H1.6 is not rejected.  
Thus the null hypothesis is rejected. There is thus sufficient evidence at the 99 
percent level of significance to support the alternative (directional) hypothesis.  
 
- 171 - 
 
 H1.7: There is a positive relationship between independent variable 
“convenience factors” and intervening variable “consumers’ perceived product 
quality”.   
 Table 6.6 reveals that there is a statistically significant positive relationship 
between the stated independent variable and intervening variable (p < 0.01). 
Therefore, it follows that: 
 H1.7 is not rejected.  
Therefore the null hypothesis is rejected. There is thus sufficient evidence at 
the 99 percent level of significance to support the alternative (directional) 
hypothesis.  
 
(ii) Findings on second set of hypotheses: Matched pair t-tests & Cohen’s d  
 
The second set of hypotheses determine the comparison of consumers’ 
expectations and their perceptions (actual experiences) pertaining to the 
product quality of FMCG.  
 
As defined earlier, a matched pair t-test is a technique used to test the 
hypothesis that the mean scores on some interval-scaled variables are 
significantly different for two dependent samples or groups (Harris 
1998:294-298, 315; Blumberg et al. 2005:664; Zikmund 2003:524). Matched 
pair t-tests were conducted to assess if any differences exist in perceptions 
between expectations and actual experiences of the consumers who frequently 
shop for, purchase, and ultimately consume FMCG. Since t-tests use means 
(averages) in the calculations, the ‘expectations’ and ‘actual experiences’ 
means will be used in the analysis.  
 
Table 6.7 shows the statistical values of t-tests and Cohen’s d for the nine 
variables identified in the hypothetical model. An inspection of Table 6.7 reveals 
that perceived differences exist between consumers’ expectations and their 
perceptions on the product quality (actual experiences) of FMCG.  
 
As shown by the asterisks (*) in Table 6.7, eight variables demonstrate values 
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for Cohen’s d of 0.2 and larger, but smaller than 0.5 (0.2 ≤ d < 0.5), which is 
indicative of a small effect size. No variables have values (d) of 0.5 and larger. 
However, one variable, word of mouth, was found to have value of only 0.108. 
 
In terms of differences and interpreting Cohen’s d, it seems that small effect 
size relates to 8 variables in Table 6.7. These variables require inspection and 
interpretation for managerial purposes. For example, variable six (Product 
offerings) reveals that there are differences between consumers’ expectations 
and actual experiences, and these differences have a small effect size.  
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TABLE 6.7: Results of t-tests (9 variables) 
VARABLES  Expectation mean 
Experience 
mean Mean diff. t value Significance 
 
Cohen’s d 
1 Word of mouth 5.392 5.298 0.094 2.349 0.000000 0.108 . 
2 Past experience 5.082 4.701 0.381 7.572 0.000000 0.381 * 
3 South African culture 5.485 5.247 0.237 5.952 0.000000 0.296 * 
4 Service promises 5.419 5.044 0.375 8.084 0.000004 
0.443 * 
5 Media channel 5.804 5.654 0.150 4.675 0.000000 0.205 * 
6 Product offerings 5.840 5.548 0.292 6.581 0.000000 0.352 * 
7 Convenience factors 5.679 5.354 0.325 5.945 0.000000 0.304 * 
8 Consumers’ perceived product quality 5.496 5.207 0.289 6.856 0.000000 0.297 * 
9 Consumers’ satisfaction 5.527 5.281 0.246 4.828 0.000002 0.221 * 
◄ Not significant: p > 0.050 
Cohen’s d interpretation: small effect size * (0.2 – 0.5); medium effect size ** (0.5 – 0.8); large effect size *** (0.8 – ∞).  
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Testing of hypotheses: 
 
 H2.0: There are no perceived differences between “consumers’ expectations” 
and their “perceptions” (actual experience) of product quality. 
 
The findings of the matched pair t-tests show that significant statistical 
differences do exist between the ‘expectations’ and ‘actual experiences’ of 
consumers’ perceived product quality.  
 
 H2.0 is rejected.   
 
Thus, the null hypothesis is rejected. Sufficient evidence is available at the 95 
percent level of significance (see Table 6.7) to support the alternative 
hypothesis, H2.A. 
 
In conclusion: the results of the matched pair t-tests require that H2.A was not 
rejected, indicating that statistically significant differences do exist in terms of 
‘expectations’ and ‘actual experiences’ for consumers’ perceived product quality, 
in terms of the nine variables of the hypothetical model.The calculation of 
Cohen’s d assisted in the interpretation of effect size. The effect size 
contributes to determine whether a statistical significant difference is a 
difference of practical concern. In addition to Cohen’s d, it is useful to assess 
the relative importance of expected and actual experiences of South African 
service quality. This can be done by converting the mean scores into relative 
percentage ratings.   
 
(iii) Findings on second set of hypotheses (continued): Mean scores and 
relative percentage ratings  
 
 Procedure for the calculation of mean scores and relative percentage 
ratings 
 
As reported, altogether 49 items on expected and actual product quality were 
included in the research instrument. The respondents were requested to 
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express their perceptions of the relative importance of individual product quality 
and satisfaction statements (items) using the Likert seven-point interval scale 
(‘1 = strongly disagree’ to ‘7 = strongly agree’) for both expectations and actual 
experiences. The mean scores for expectations and actual experiences are 
reported in Table 6.8. Panel A of Table 6.8 shows the relative importance mean 
scores of product quality expectations, while Panel B indicates the relative 
importance mean scores with regard to the respondents’ perceptions of the 
actual product quality experience which they encountered. A further linear 
transformation was performed to map mean scores derived from the Likert 
seven-point interval scale into relative rating percentages, i.e. 1 = 0 percent → 
4 = 50 percent → 7 = 100 percent. In order to establish the level of consumer 
satisfaction, the differences between the mean scores and relative percentage 
ratings (Panel B minus Panel A) were calculated, as shown in Panel C of Table 
6.8. 
 
However, the statistics indicated in Panel D (level of satisfaction) of Table 6.8 
are of even greater significance in terms of interpretation than the mean scores 
and relative percentage ratings of Panels A, B and C. Panel D provides insight 
in terms of the level of satisfaction as perceived by consumers of FMCG. To 
further facilitate the interpretation of the mean differences (of Panel C) and to 
estimate the relative percentage rating of the level of consumers’ satisfaction, 
the mean scores per item of the actual FMCG (product) experiences were 
divided by the mean score for product quality expectations. In doing so, it is 
possible to indicate which items dealing with expectations were perceived as 
delivered. For example, if both the product quality expectations and actual 
product experiences had mean scores of 2.00, the level of satisfaction would be 
100 percent. Alternatively, if the mean score for expectations was 4.00 and the 
actual experiences mean score was 2.00, then the level of satisfaction would 
be 50 percent, relatively speaking. 
 
The same procedures as discussed above were also performed for the 9 
variables of the hypothetical model (Table 6.9).   
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 Findings from Table 6.8 (49 statements):  
 
A wealth of information can be sourced from Table 6.8.   
 
a) The most outstanding findings on the consumers’ ‘expectations’ of 
product quality(Panel A, Table 6.8) are as follows: 
 
 All mean scores were equal or above 4.911, implying that ratings were above 
70.16 percent. These high percentage ratings imply that the respondents had 
high expectations about the product quality of FMCG retailers. 
 The lowest mean score (4.911) was obtained for statement 22 ‘The equipment 
of Pick ‘n Pay adequately addresses the type and level of the promised 
services’ which scored a relative rating of 70.16 percent.  
 The highest mean score (6.119) was obtained for the statement 26 ‘The 
merchandise found at Pick ‘n Pay are consistently of a high quality’ which 
obtained a relative rating of 87.41 percent. This high mean score signals that 
respondents expected that the merchandise (i.e. FMCG) had to be of a high 
level of quality. 
 Statement 32 ‘Pick ‘n Pay creates good images via media communication.’ 
obtained a relative rating of 86.69 percent, which is another noteworthy finding, 
because consumers are aware of, and happy with, the type and quality of 
advertising that Pick ‘n Pay undertake. 
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TABLE 6.8: Relative importance of expectations and actual experiences of product quality in FMCG (49 statements)  
STATEMENTS ON PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Panel A: 
Expectations 
Panel B: 
Actual experiences 
Panel C: Differences in 
perceptions 
Panel D: Level of 
satisfaction 
Mean Rating% Mean Rating% Mean diff. 
Rating% 
difference  
Rating% Ranking 
1 The opinions of my family or friends created positive perceptions of Pick ‘n Pay products and services 5.451 77.87 5.270 75.29 -0.181 2.59 93.97 23 
2 My most recent shopping experience at Pick ‘n Pay was more enjoyable than my past shopping experiences. 4.949 70.70 4.584 65.49 -0.365 5.21 87.83 37 
3 It was easy to communicate whilst shopping at Pick ‘n Pay. 5.451 77.87 5.102 72.89 -0.348 4.99 88.40 35 
4 The service quality level at Pick ‘n Pay is at the level that I required. 5.406 77.23 4.792 68.46 -0.614 8.77 79.53 47 
5 Pick ‘n Pay’s advertising material was easy to access.   5.655 80.79 5.491 78.44 -0.164 2.34 94.53 21 
6 The product offerings at Pick ‘n Pay meets my needs. 5.799 82.84 5.372 76.74 -0.427 6.10 85.77 43 
7 There are always adequate parking facilities available at Pick ‘n Pay. 5.638 80.54 5.451 77.87 -0.188 2.67 93.73 24 
8 I experience positive feelings when purchasing quality products at Pick ‘n Pay.  5.365 76.64 5.222 74.60 -0.143 2.04 95.23 15 
9 Shopping at Pick ‘n Pay Hypermarket has been a pleasant experience for me. 5.372 76.74 5.171 73.87 -0.201 2.87 93.30 25 
10 Word of mouth communication is useful to evaluate Pick ‘n Pays’ products 5.491 78.44 5.338 76.26 -0.154 2.19 94.87 18 
11 My shopping experience at Pick ‘n Pay influenced my perception. 5.266 75.23 5.208 74.40 -0.058 0.83 98.07 12 
12 My religious beliefs were respected while shopping at Pick ‘n Pay 5.184 74.06 5.150 73.57 -0.034 0.49 98.87 11 
13 I received accurate promises from Pick ‘n Pay pertaining to service quality delivery. 5.399 77.13 4.986 71.23 -0.413 5.90 86.23 40 
14 I was exposed to a high variety of products whilst shopping at Pick ‘n Pay. 5.881 84.01 5.710 81.57 -0.171 2.44 94.30 22 
15 The merchandise found at Pick ‘n Pay is of a high quality. 5.563 79.47 5.324 76.06 -0.239 3.41 92.03 27 
16 I am able to quickly identify and select the desired products. 5.577 79.67 5.416 77.37 -0.160 2.30 94.67 20 
17 I shop at Pick ‘n Pay because of its credible market reputation. 5.358 76.54 5.027 71.81 -0.331 4.73 88.97 33 
18 My decision to shop at Pick ‘n Pay Hypermarket was wise. 5.399 77.13 5.133 73.33 -0.266 3.80 91.13 29 
19 Word of mouth communication reveals potential problems in the products and services of Pick ‘n Pay 5.451 77.87 5.085 72.64 -0.130 5.23 95.67 13 
20 My shopping experiences contributed to problem-solving when visiting Pick ‘n Pay. 4.949 70.70 4.621 66.01 -0.290 4.69 90.33 32 
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TABLE 6.8: Relative importance of expectations and actual experiences of product quality in FMCG (49 statements)  
(continued) 
STATEMENTS ON PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Panel A: 
Expectations 
Panel B: 
Actual experiences 
Panel C: Differences in 
perceptions 
Panel D: Level of 
satisfaction 
Mean Rating% Mean Rating% Mean diff. 
Rating% 
difference  
Rating% Ranking 
21 Pick ‘n Pay is knowledgeable concerning various South African ethnical traditions and cultures 5.215 74.50 5.055 72.21 -0.133 2.29 95.57 14 
22 The equipment of Pick ‘n Pay adequately addresses the type and level of the promised services. 4.911 70.16 5.177 73.96 0.229 -3.80 107.63 5 
23 Pick ‘n Pay makes use of relevant media channels to promote or advertise their products and services.   5.188 74.11 5.976 85.37 0.055 -11.26 101.83 8 
24 Pick ‘n Pay offers a wide selection of different brands. 5.406 77.23 5.881 84.01 0.239 -6.79 107.97 4 
25 Pick ‘n Pay is easily accessible to me 6.031 86.16 5.887 84.10 -0.147 2.06 95.10 17 
26 The merchandise found at Pick ‘n Pay are consistently of a high quality. 6.119 87.41 5.256 75.09 -0.423 12.33 85.90 42 
27 My needs were fulfilled when shopping at Pick ‘n Pay. 6.034 86.20 5.341 76.30 -0.410 9.90 86.33 39 
28 Word of mouth communication has created certain perceptions regarding South African retailers (e.g. Pick ‘n Pay) 5.679 81.13 5.597 79.96 -0.157 1.17 94.77 19 
29 My lastshopping experience at Pick ‘n Pay contributed to the enjoyment of my most recent shopping experience. 5.751 82.16 4.655 66.50 -0.420 15.66 86.00 41 
30 Pick ‘n Pay did not discriminate against me in any way (e.g. mode of dress, ethnicity, etc) 5.754 82.20 5.983 85.47 0.085 -3.27 102.83 7 
31 As a customer, I was aware of the range of services Pick ‘n Pay offers. 5.075 72.50 5.321 76.01 0.270 -3.51 109.00 2 
32 Pick ‘n Pay creates a good image via media communication. 6.068 86.69 5.795 82.79 -0.143 3.90 95.23 15 
33 The packaging of merchandise is of a high quality and is easily recognizable. 5.590 79.86 5.614 80.20 0.263 -0.34 108.77 3 
34 The speed of checkout at Pick ‘n Pay is satisfactory. 5.939 84.84 4.276 61.09 -0.908 23.76 69.73 49 
35 The brand name of Pick ‘n Pay is strong 5.877 83.96 5.775 82.50 -0.201 1.46 93.30 25 
36 I am satisfied with the quality of goods provided by Pick ‘n Pay. 5.184 74.06 5.410 77.29 0.290 -3.23 109.67 1 
37 It is easy to navigate through Pick ‘n Pay. 5.976 85.37 5.232 74.74 -0.485 10.63 83.83 45 
38 All merchandise offered at Pick ‘n Pay meet the SABS quality requirements. 5.700 81.43 5.188 74.11 -0.270 7.31 91.00 30 
39 Word of mouth information contributed towards my feelings of Pick ‘n Pays’ products and services 5.717 81.67 5.212 74.46 -0.003 7.21 99.90 10 
40 My shopping experience at Pick ‘n Pay ended in positive feelings. 5.457 77.96 4.945 70.64 -0.447 7.31 85.10 44 
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TABLE 6.8: Relative importance of expectations and actual experiences of product quality in FMCG (49 statements) 
(continued) 
STATEMENTS ON PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Panel A: 
Expectations 
Panel B: 
Actual experiences 
Panel C: Differences in 
perceptions 
Panel D: Level of 
satisfaction 
Mean Rating% Mean Rating% Mean diff. 
Rating% 
difference  
Rating% Ranking 
41 Pick ‘n Pay understands the attitudes, likes, and dislikes of consumers. 5.208 74.40 4.850 69.29 -0.382 5.11 87.27 38 
42 The price of Pick ‘n Pays’ products reflects the quality of service. 5.392 77.03 4.942 70.60 -0.352 6.43 88.27 36 
43 The communications material provided by Pick ‘n Pay conveys the correct information.    5.232 74.74 5.297 75.67 0.218 -0.93 107.27 6 
44 Products at Pick ‘n Pay are always readily available on the shelves. 5.294 75.63 4.874 69.63 -0.590 6.00 80.33 46 
45 The hours of operation at Pick ‘n Pay suit me well. 5.515 78.79 6.020 86.00 0.038 -7.21 101.27 9 
46 Shopping at Pick ‘n Pay resulted in good product quality experiences by me. 5.464 78.06 5.324 76.06 -0.259 2.00 91.37 28 
47 Based on my levels of satisfaction, I will revisit Pick ‘n Pay Hypermarket. 6.058 86.54 5.539 79.13 -0.270 7.41 91.00 30 
48 Pick ‘n Pay offers efficient till operators. 5.584 79.77 4.331 61.87 -0.778 17.90 74.07 48 
49 The layout and design of Pick ‘n Pay is user-friendly. 5.809 82.99 5.413 77.33 -0.331 5.66 88.97 33 
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TABLE 6.9: Relative importance of expectations and actual experiences of product quality in FMCG (9 variables)  
 
VARIABLES 
Panel A: 
Expectations 
Panel B: 
Actual experiences 
Panel C: Differences in 
perceptions 
Panel D: Level of 
satisfaction 
Mean SD Rating% Mean SD 
Rating
% Mean diff. 
Rating% 
difference  
Rating% Ranking 
1 Word of mouth 5.392 0.837 77.03 5.298 0.912 75.69 -0.094 1.34 96.87 1 
2 Past experience 5.082 0.909 72.60 4.701 1.088 67.16 -0.381 5.44 87.30 9 
3 South African culture 5.485 0.764 78.36 5.247 0.838 74.96 -0.237 3.40 92.10 3 
4 Service promises 5.419 0.788 77.41 5.044 0.908 72.06 -0.375 5.36 87.50 8 
5 Media channel 5.804 0.718 82.91 5.654 0.749 80.77 -0.150 2.14 95.00 2 
6 Product offerings 5.840 0.744 83.43 5.548 0.915 79.26 -0.292 4.17 90.27 6 
7 Convenience factors 5.679 0.969 81.13 5.354 1.170 76.49 -0.325 4.64 89.17 7 
8 Consumers’ perceived product quality 5.497 0.947 78.53 5.207 1.002 74.39 -0.289 4.14 90.37 5 
9 Consumers’ satisfaction 5.527 1.006 78.96 5.281 1.222 75.44 -0.246 3.51 91.80 4 
- 181 - 
 
b) The most outstanding findings on ‘actual experiences’ of consumers on 
the product quality of FMCG (Panel B, Table 6.8) are as follows:   
 
 All mean scores were equal or below 6.020, implying relative rating 
percentages of below 86 percent.  
 The lowest mean score (4.276) was obtained in respect of statement 34: ‘The 
speed of checkout at Pick ‘n Pay is satisfactory’ which scored a relative rating of 
only 61.09 percent. 
 The highest mean score (6.020) was obtained in respect of statement 45 ‘The 
hours of operation at Pick ‘n Pay suit me well’, with a corresponding relative 
rating of 86 percent.  
 
c) The most outstanding findings on differences in perceptions of 
consumers on the product quality of FMCG (Panel C, Table 6.8) are as 
follows:  
 
 As many as 40 statements demonstrated negative mean difference scores, 
implying that respondents were not satisfied with the South African level of 
FMCG product quality, because their expectations were not met.  
 Nine statements demonstrated positive mean difference scores, implying that 
respondents were satisfied with these aspects pertaining to FMCG. 
 The largest negative mean difference score (-0.908) was obtained in respect of 
statement 34 ‘The speed of checkout at Pick ‘n Pay is satisfactory’. This implies 
a strong dissatisfaction amongst consumers’ of FMCG for the efficiency of Pick 
‘n Pays’ till operators.  
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 The highest positive mean difference score (0.290) was recorded for Statement 
36 ‘I am satisfied with the quality of goods provided by Pick ‘n Pay’. From the 
above it is evident that Pick ‘n Pay’s customers appreciate the quality of FMCG 
which they buy when shopping at Pick ‘n Pay Hypermarket (i.e. customers’ 
needs are generally being met, in terms of the quality of goods supplied). 
 
d) Panel D of Table 6.8 shows the relative satisfaction percentages. The 
statistics of Panel D amplifies the findings of Panel C. The most 
outstanding findings on actual experiences (on which the level of 
satisfaction is based) of the product quality encounters are as follows: 
 
 All relative rating scores were between 69.73 percent and 109.67 percent. 
These relative satisfaction percentages imply that respondents were not 
satisfied with some of the product quality encounters they experienced when 
shopping at Pick ‘n Pay.   
 The highest relative rating percentage (109.67%) was obtained in respect 
statement 36 ‘I am satisfied with the quality of goodsprovided by Pick ‘n Pay’.  
 The lowest relative rating percentage (69.73%) was given to statement 34 ‘The 
speed of checkout at Pick ‘n Pay is satisfactory’. 
 The second lowest relative rating percentage (74.07%) was found for “Pick ‘n 
Pay offers efficient till operators” (Statement 48). It is evident that this statement 
is directly associated with the relative rating of statement 34 regarding the 
speed of checkout. 
 Also listed under Panel D are the rankings for the level of satisfaction. Ranked 
first is statement 36: 36 ‘I am satisfied with the quality of goods provided by Pick 
‘n Pay’ (109.67%), followed by statement 31, ‘As a customer, I was aware of the 
range of services Pick ‘n Pay offers’ (109.00%).  
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 Findings from Table 6.9 (9 variables):  
 
a) The most outstanding findings on ‘expectations’ of consumers on the 
product quality of FMCG (Panel A, Table 6.9) are as follows: 
 
 All mean scores were equal or above 5.082, implying that ratings were above 
72.60 percent. These high ratings imply that the respondents had high 
expectations about the product quality of FMCG retailers. 
 The lowest mean score (5.082) was obtained for the variable ‘Past experience’, 
with a relative rating of 72.60 percent.  
 The highest mean score (5.840) was obtained for the variable ‘Product 
offerings’, with a relative rating of 83.43 percent. This high mean score signals 
that respondents expected that the product offerings of FMCG retailers (Pick ‘n 
Pay Hypermarket) had to be of a high value.  
 The variable ‘Media channel’ obtained a relative rating of 82.91 percent, which 
is another noteworthy finding. This is evidence that consumers expect high 
levels of media awareness (advertising and promotion) from retailers of FMCG.  
 
b) The most outstanding findings on ‘actual experiences’ of consumers on 
the product quality of FMCG (Panel B, Table 6.9) are as follows:  
 
 All mean scores were equal or below 5.654, implying relative rating 
percentages of below 80.77 percent. 
 The lowest mean score (4.701) was again obtained in respect of the variable 
‘past experience’, with a relative rating of 67.16 percent. 
 The highest mean score (5.654) was obtained in respect of the variable ‘Media 
channel’, with a relative rating of 80.77 percent.  
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c) The most outstanding findings on differences in perceptions of 
consumers on the product quality of FMCG (Panel C, Table 6.9) are as 
follows:  
 
 All mean difference scores were negative, implying that respondents were not 
satisfied with the quality of FMCG retailers because all of their expectations 
were not quite met.  
 The largest negative mean difference score (-0.381) was obtained in respect of 
the variable ‘Past experience’. This implies a level of dissatisfaction pertaining 
to consumers’ previous shopping experiences at Pick ‘n Pay Hypermarket.  
 The mean difference score closest to a positive ranking (-0.094) was recorded 
for the variable ‘word of mouth’; thereby implying the importance of 
person-to-person communication. 
 
 Panel D of Table 6.9 shows the relative satisfaction percentages. The 
statistics of Panel D amplifies the findings of Panel C. The most 
significant findings on actual experiences (on which the level of 
satisfaction is based) of the product quality encounters are as follows:  
 
 All relative rating scores were between 87.30 percent and 96.87 percent. These 
relative satisfaction percentages imply that respondents were not satisfied with 
some of the product quality encounters they experienced when shopping for 
FMCG at Pick ‘n Pay Hypermarket.   
 The highest rating percentage (96.87%) was obtained in respect of the variable 
‘word of mouth’. 
 The lowest rating percentage (87.30%) was given to the variable ‘past 
experience’. 
 The second lowest rating percentage (87.50%) was found for variable ‘service 
promises’. 
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 Also listed under Panel D are the rankings for the level of satisfaction. The 
variable ‘word of mouth’ (96.87%) is ranked first, followed by the variable 
‘media channel’ at 95.00%.  
 
The matched pair t-tests have revealed statistically significant differences 
between ‘expectations’ and ‘actual experiences’. The findings as reflected by 
Cohen’s ‘d’ (Tables 6.8) as well as Tables 6.9 and 6.10 give a better insight into 
the magnitude of the “gap” between the expectations and actual experiences of 
consumers and their product quality encounters whilst shopping for FMCG. 
 
(iv) Findings on third set of hypotheses: Linear regression analysis  
 
Linear regression analysis was conducted to test the fourth set of hypotheses. 
The statistical values appear in Table 6.10. Table 6.10 reveals that the 
intervening variable (consumers’ perceived product quality) explains 34.11 
percent of the variance in the dependent variable (consumers’ satisfaction). 
The t-value (12.237) also reflects the strong impact of consumers’ perceived 
product quality on the overall levels of consumers’ satisfaction.  
 
TABLE 6.10: Linear regression analysis (experiences): Impact of product  
quality on satisfaction 
Dependent variable: Satisfaction  
Parameter Estimate (Beta coefficient) t-value 
Exceedance 
probability 
Std error of 
estimate 
Intercept 
Consumers’ 
perceived 
product quality 
0.584 
 
 
 
12.665 
 
12.273 
 
0.000000 
 
0.000000 
 
*** 
 
***  
 
0.2114 
 
0.0390 
 
R2   Satisfaction mean 
34.11%   5.281 
*** = p < 0.01 
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Testing of hypotheses: 
 
 H3.1: There is a positive relationship between the intervening variable 
“consumers’ perceived product quality” and the dependent variable “overall 
level of consumers’ satisfaction”.  
 Table 6.10 reports a statistically significant positive relationship between the 
variable ‘consumers’ perceived product quality’ and the dependent variable (p < 
0.01).  
 H3.1 is not rejected.  
Therefore the null hypothesis is rejected. There is thus sufficient evidence at 
the 99 percent level of significance to support the alternative (directional) 
hypothesis.  
 
6.5 FINDINGS: BIOGRAPHIC DATA 
 
As mentioned in Section 5.2.2 of Chapter Five, Section B of the questionnaire 
canvassed biographic data of the respondents, such as gender, ethnicity, 
household income, level of education, and age. The analysed biographical 
information can be useful for future research, particularly with cross analyses in 
mind.  
 
6.5.1 Gender of the respondents  
 
Figure 6.1 illustrates that 47.78 percent of the respondents of this research (n = 
293) were males and 52.22 percent of the respondents were females. This 
statistic makes sense, as in modern societies (such as that of South Africa) 
there is a more equitable distribution of females being integrated into business 
activities, and thus households can be seen sharing the shopping duties.  
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However, it is still more common for females to do the shopping for their 
families.  
 
FIGURE 6.1: Gender percentage of the respondents 
 
 
6.5.2 Ethnicity of the respondents 
 
Figure 6.2 gives a breakdown of the ethnicity of the respondents shopping for 
FMCG in South Africa: 59.04 percent of the respondents were from the White 
population group, 18.77 percent were established to be from the Black 
population group, 17.41 percent were Coloured people, and 4.44 percent were 
found to be of Asian descent. Furthermore, a mere 0.34 percent of the 
respondents marked ‘other’, most likely due to feelings of racial sensitivity.  
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FIGURE 6.2: Ethnicity of the respondents 
 
Each of the respective segments pertaining to ethnicity have unique 
characteristics in terms of culture, religion, and so on, and are thus of equal 
importance for targeting by marketing communication specialists. 
 
6.5.3 Net total household monthly income level of respondents  
 
On the question of total household income of the respondents, 8.87 percent 
indicated that they earn less than R1 500 per month; 22.53 percent earn 
between R1 500 and R4 999; 21.84 percent between R5 000 and R9 999; 
16.04 percent were found to be earning between R10 000 and R14 999, as well 
as between R15 000 and R29 999. A significant portion (10.92 percent) were in 
the higher income bracket earning from R30 000 to R59 999, and the remaining 
3.75 percent of the households earned more than R60 000 per month (Figure 
6.3).  
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FIGURE 6.3: Net total household monthly income level of respondents in 
ZAR 
 
The statistics of Figure 6.3 shows that a significant portion of the respondents 
within each household are earning good salaries. More than three quarters 
(four of the seven response options) of the respondents (76.45 percent) earn 
between R1 500 and R29 999 per month per household. This reality points 
towards a large portion of disposable income that retailers can benefit from, in 
terms of profit margins, as well as customer retention and market share gains. 
This, in turn, reveals a larger marketing segment that should be targeted by 
South African FMCG retailers.  
 
6.5.4 Educational levels of respondents 
 
Figure 6.4 illustrates that as many as 34.13 percent of the respondents have 
Bachelors’ Degrees, 33.79 percent of the respondents have High-school 
certificates, 22.53 percent have their Diploma, 5.12 percent of the respondents 
have Masters’ Degrees, and 0.68 percent of the respondents have Doctoral 
Degrees. It can also be noted that 3.75 percent of the respondents market 
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‘other’, and this was often found to be due to the respondents’ trade certificates; 
such as hairdressers, engineer by trade, plumbers, electricians, and so forth. 
 
FIGURE 6.4: Education levels 
 
Figure 6.4 provides noteworthy information pertaining to the educational 
qualifications of the respondents. As many as 62.46 percent of the respondents 
received some form of university education. Given the above statistics, South 
African consumers can be regarded as highly educated and well versed and 
knowledgeable in respect of FMCG, shopping, and related issues. This reality 
implies that South African retailers of FMCG are operating in a well educated 
market segment which requires relevant marketing strategies.  
 
The high educational levels of the respondents contributed towards the 
accuracy of the data sourcing phase and the overall validity of the performance 
perceptions of South African consumers of FMCG. 
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6.5.5 Age of the respondents  
 
Table 6.5 reveals the various age groupings of the respondents under question. 
The majority of the consumers shopping for FMCG at Pick ‘n Pay Hypermarket 
fall between the ages of 40 and 54 (31.74 percent), and between 25 and 39 
(31.40 percent), thereby constituting to 63.14 percent of the respondents. 19.45 
percent of the respondents were found to be below the age of 25, whereas 
12.63 percent of the respondents are between the ages of 55 and 64. There 
were only 4.78 percent of the respondents over the age of 65. 
 
FIGURE 6.5: Age of the respondents 
 
The statistics in Figure 6.5 reveal that a significant portion of the respondents 
doing the household shopping fall between the ages of 25 and 54. This 
indicates that 63.14 percent of the respondents hold a significant portion of 
potential market share.This is an important market segment that should be 
targeted by South African FMCG retailers. A level of wealth may be linked to 
this segment which should be targeted by South African retailers of FMCG. 
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Besides the findings as presented in Section 6.4 of this chapter, the 
biographical information provides further guidelines on which FMCG retailing 
segments may be targeted using appropriate marketing strategies.  
 
6.5 SUMMARY AND CONCLUSIONS 
 
For the ‘expectation’ and ‘actual experience’ scales a confirmatory factor 
analysis was executed. In this process, the construct (and its subcomponents, 
namely, convergent and discriminant) and nomological validity were assessed. 
The reliability of the research instrument was assessed by interpreting the 
Cronbach alpha reliability coefficients. Both ‘expectations’ and ‘actual 
experience’ returned favourable empirical evidence. However, based on 
significant empirical evidence in favour of using ‘actual experience’ 
(performance) scales, it was decided to use the latter for confirmatory factor 
analysis (CFA) purposes, as well as for the testing of the hypotheses.  
 
Based on the above decision, the multiple regression analyses were performed 
using only the ‘actual experiences’ (performance) input data. The findings of the 
matched pair t-tests show that no significant statistical differences exist 
between the ‘expectations’ and ‘perceptions’ of actual experiences of 
consumers’ perceived product quality. Furthermore, significant statistical 
relationships were found between the moderating variable, ‘consumers’ 
perceived product quality’ and the dependent variable, ‘consumers’ overall 
levels of satisfaction’. The above findings are incorporated in Figure 6.6, which 
is named the “empirical model pertaining to product quality and consumer 
satisfaction”.  
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FIGURE 6.6: Empirical model pertaining to product quality and consumer satisfaction  
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The findings on the hypotheses and statistical analysis are as follows: 
 
Multiple linear regression analyses were done to test the first set of hypotheses. 
 
 First set of hypotheses: Impact of the independent variables on the 
intervening variable (consumers’ perceived product quality). 
 
 H1.1: There is a positive relationship between independent variable 
“word-of-mouth” and intervening variable “consumers’ perceived product 
quality”. 
 H1.1 is not rejected.  
 
 H1.2: There is a positive relationship between the independent variable “past 
experience” and the intervening variable “consumers’ perceived product 
quality”. 
 H1.2 is not rejected.  
 
 H1.3: There is a positive relationship between the independent variable “South 
African culture” and the intervening variable “consumers’ perceived product 
quality”. 
 H1.2 is rejected. 
 
 H1.4: There is a positive relationship between the independent variable “explicit 
and implicit service promises” and the intervening variable “consumers’ 
perceived product quality”. 
 H1.4 is rejected.  
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 H1.5: There is a positive relationship between the independent variable “media 
channel” and the intervening variable “consumers’ perceived product quality”. 
 H1.5 is not rejected.  
 
 H1.6: There is a positive relationship between the independent variable “product 
offerings” and the intervening variable “consumers’ perceived product quality”. 
 H1.6 is not rejected.  
 
 H1.7: There is a positive relationship between independent variable 
“convenience factors” and intervening variable “consumers’ perceived product 
quality”.   
 H1.7 is not rejected.  
 
Matched pair t-tests were conducted to test the second set of hypotheses. 
 
 Second set of hypotheses: Potential disparity between expectations and 
perceptions of actual product quality experiences by consumers (Gap 5). 
 
 H2.0: There are no perceived differences between “consumers’ expectations” 
and their “perceptions” (actual experience) of product quality. 
 H2.0 is rejected. 
 H2.A: There are perceived differences between “consumers’ expectations” and 
their “perceptions” (actual experience) of product quality. 
 H2.A: is not rejected. 
 
The findings of the matched pair t-tests show that somewhat significant 
statistical differences do exist between the ‘expectations’ and ‘actual 
experiences’ of consumers perceived product quality.  
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Besides the matched pair t-tests, further descriptive statistical analyses were 
also performed to assess the magnitude of the “gap” between expectations and 
actual experiences of consumers on South African FMCG product quality, such 
as the values for Cohen’s d and relative percentage ratings. The findings reveal 
that the consumers were not completely satisfied with their actual experiences. 
 
Linear regression analyses were performed for the third set of hypotheses. 
 
 Third set of hypotheses: Impact of the intervening variable  (consumers’ 
perceived product quality) on the dependent variable (consumers’ overall 
levels of satisfaction) 
 
 H3.1: There is a positive relationship between the intervening variable 
“consumers’ perceived product quality” and the dependent variable “overall 
level of consumers’ satisfaction”.  
 H3.1 is not rejected. Therefore the null hypothesis is rejected. 
 
Finally, the analyses of the biographical data revealed high educational levels 
of the respondents that contributed to the canvassing of trustworthy perceptions 
as captured in the research instrument.  
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CHAPTER SEVEN 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
7.1  INTRODUCTION 
 
This chapter presents the summary, conclusions and recommendations of the 
research.  
 
Some of the issues pertinent to the empirical findings will be revisited. The 
significant findings and contributions of this research will be elaborated on. 
When presenting the conclusions and recommendations, effect will also be 
given to research objective (vi), as stated in Section 1.6 of Chapter One, 
namely to make recommendations regarding marketing strategies applicable to 
South African retailers to develop the FMCG market in South Africa. Some of 
the recommendations will also encapsulate guidelines as presented in 
secondary sources dealing with product quality and consumers’ satisfaction.  
 
This section will be followed by a discussion of the contributions of the study, 
limitations of the research, and recommendations for future research. Finally 
the chapter concludes with a brief section dealing with learning and reflection, 
as experienced by the researcher. 
 
7.2  SUMMARY: HOLISTIC PERSPECTIVES OF THIS RESEARCH 
 
7.2.1   Purpose and research objectives 
 
The purpose of this analytical research project is described in a dual manner in 
Section 1.5 of Chapter One; firstly, to empirically test the hypothetical model 
and the associated hypotheses using confirmatory statistical techniques. 
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Secondly, based on the findings of the research, to craft appropriate retail 
marketing strategies within the FMCG market that are suitable for 
implementation to address potential mismatches (gaps) of perceived product 
quality and consumers’ satisfaction. By the crafting of appropriate retail 
strategies, the potential to develop the FMCG industry in South Africa will be 
enhanced.  
 
In order to give effect to the above, a hypothetical model on product quality and 
consumers’ satisfaction, based on secondary sources, was empirically tested 
by applying confirmatory validation statistical techniques. The research 
objectives of this study were explained in Section 1.6 of Chapter One. For 
convenience, the research objectives are restated here. 
 
The primary objective of this research was to empirically test the hypothetical 
model (Figure 1.7 of Chapter One).  
 
The following six secondary research objectives were identified, namely: 
(i) To investigate which research paradigms, research methodologies and 
data collection methods and analysis are most appropriate to research 
the problem in question. This objective implies determining the 
appropriate overall research design for the study.  
(ii) To execute an in-depth analysis of secondary sources dealing with 
products, product quality, consumers’ satisfaction, FMCG, South African 
retail industry, and related business management issues. Furthermore, 
the concepts of marketing and marketing strategy will be introduced and 
contextualised to the research in question. 
(iii) To source primary (raw) data to gauge the opinions of consumers about 
expected and perceived (actual) product quality and consumer 
satisfaction. 
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(iv) To analyse the data, using relevant statistical procedures to empirically 
test the construct and hypotheses as depicted in Figure 1.7 of Chapter 
One. 
(v) To report research findings, addressing potential product quality disparity 
issues in the FMCG market in South Africa. 
(vi) To make recommendations regarding marketing strategies applicable to 
South African retail outlets, in order to develop the FMCG market in 
South Africa.  
 
The findings as linked to the objectives will be presented in the section that 
follows.  
 
7.2.2  Research design and methodology 
 
A chapter (Chapter Two) was dedicated to the important issue of deciding and 
motivating the appropriate research design and methodology for this study. By 
doing so, effect was given to the first set of the secondary research objectives 
(Section 1.6.2 of Chapter One). Chapter Two also provided motivation that the 
research in question carried outstanding quantitative features;it was labelled 
exploratory and analytical due to the seminal focus on product quality 
perceptions of consumers in South Africa and the relationships to be 
researched as shown in Figure 1.7 of Chapter One. The method of reasoning 
was deductive and the research findings have strategic implications, which is 
an important feature of applied research. An analysis of the research problem, 
the unit of analysis, research hypotheses, and the type of data to be sourced, 
collectively indicated that a positivistic research paradigm had to be adopted. 
The criteria for a well-designed research project were described, with an 
indication of how these requirements would be addressed in this research. 
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7.2.3 Literature review 
 
An essential phase of this research project was the analysis of secondary 
sources. The purpose of the literature review was not only to provide evidence 
of scholarship, but more specifically to identify statements to be tested in the 
research instrument. The literature analysis also revealed certain relationships 
between word of mouth, past experience, South African culture, service 
promises, media channels, product offerings, convenience factors, and also 
between product quality and consumers’ satisfaction. The outcome of the 
analysis of secondary sources was therefore of a dual nature: firstly, it served 
as input towards the design of the research instrument, and secondly, the 
hypothetical model was constructed. 
 
By analysing and interpreting secondary sources, the second part of the 
secondary research objectives (Section 7.2.1 of this chapter) was addressed.  
 
7.2.4 Primary data sourcing 
 
Chapter Five was devoted to the sourcing of primary data, giving effect to the 
third set of secondary objectives. For the purpose of data sourcing, key 
decisions had to be taken on the measurement scales of the research 
instrument. To carry out the required inferential statistical analyses, a decision 
was taken to adopt a Likert seven-point interval scale. The first phase of the 
data collection activity involved the identification of the target population, 
sampling frames, and sampling units. The sampling methods used in this 
research were described in Section 5.4.5 of Chapter Five. A total of 293 usable 
questionnaires were obtained, a number significantly in excess of the minimum 
specified as evaluated against the number of items in the questionnaire.  
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7.2.5 Data analysis 
 
The statistical analysis of the data consisted of seven phases and related to 
secondary research objectives (iv) and (v). Firstly, the data was subjected to a 
confirmatory factor analysis to validate construct, convergent, discriminant and 
nomological validity of the measurement model. Secondly, the reliability 
(internal consistency) of the research instrument was assessed by means of 
Cronbach alpha reliability coefficients. This phase was followed by one set of 
multiple linear regression analyses which was used to test the first (impact of 
the independent variables on the intervening variable) set of hypotheses. 
Matched pair t-tests were conducted to test the second set of hypotheses (null 
and alternative hypotheses dealing with consumers’ expected product quality 
and actual experiences). In addition, mean scores and relative percentage 
ratings on consumers’ expected and perceived product quality were also 
calculated and interpreted. Linear regression analyses were used to test the 
third set of hypotheses (impact of consumers’ perceived product quality on 
consumers’overall levels of satisfaction).  
 
7.3 OVERVIEW OF SIGNIFICANT FINDINGS 
 
The interpretation of the construct, convergent, discriminant and nomological 
validity findings necessitated that Figure 1.7 (hypothetical model) had to be 
reconstructed. After the testing of the hypotheses, this reconstructed model 
was renamed the empirical model pertaining to product quality and consumer 
satisfaction, which is reproduced as Figure 7.1 for convenience. 
 
As explained in Chapter Six, based on the motivation pertaining to the use of 
the actual experience statistics, Table 6.6 (see Section 6.4.4 of Chapter Six) 
indicates that there is no statistical relationship between the independent 
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variables ‘South African culture’ and ‘service promises’, with the intervening 
variable ‘consumers’ perceived product quality’. The above mentioned findings 
required the hypothetical model (Figure 1.7) to be reconstructed. The 
consequent empirical model (Figure 7.1) is summarised as follows:  
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FIGURE 7.1: Empirical model pertaining to product quality and consumer satisfaction  
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Multiple linear regression analyses were done to test the first set of hypotheses. 
 
First set of hypotheses: Impact of independent variables on intervening 
variable (consumers’ perceived product quality). 
 
 H1.1: There is a positive relationship between independent variable 
“word-of-mouth” and intervening variable “consumers’ perceived product 
quality”. 
 H1.1 is not rejected.  
 
 H1.2: There is a positive relationship between the independent variable “past 
experience” and the intervening variable “consumers’ perceived product 
quality”. 
 H1.2 is not rejected.  
 
 H1.3: There is a positive relationship between the independent variable “South 
African culture” and the intervening variable “consumers’ perceived product 
quality”. 
 H1.2 is rejected. 
 
 H1.4: There is a positive relationship between the independent variable “explicit 
and implicit service promises” and the intervening variable “consumers’ 
perceived product quality”. 
 H1.4 is rejected.  
 
 H1.5: There is a positive relationship between the independent variable “media 
channel” and the intervening variable “consumers’ perceived product quality”. 
 H1.5 is not rejected.  
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 H1.6: There is a positive relationship between the independent variable “product 
offerings” and the intervening variable “consumers’ perceived product quality”. 
 H1.6 is not rejected.  
 
 H1.7: There is a positive relationship between independent variable 
“convenience factors” and intervening variable “consumers’ perceived product 
quality”.   
 H1.7 is not rejected.  
 
Matched pair t-tests were conducted to test the second set of hypotheses. 
 
Second set of hypotheses: Potential disparity between expectations and 
perceptions of actual product quality experiences by consumers (Gap 5). 
 
 H2.0: There are no perceived differences between “consumers’ expectations” 
and their “perceptions” (actual experience) of product quality. 
 H2.0 is rejected. 
 
 H2.A: There are perceived differences between “consumers’ expectations” and 
their “perceptions” (actual experience) of product quality. 
 H2.A is not rejected. 
 
In addition to the matched pair t-tests, further descriptive statistical analyses 
were performed to assess the magnitude of the “gap” between expectations 
and actual experiences of consumers on the product quality of FMCG retailers, 
such as the values for Cohen’s d and relative percentage ratings. The findings 
reveal that consumers were not completely satisfied with their actual 
experiences of FMCG retailers.  
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Linear regression analyses were performed for the third set of hypotheses. 
 
Third set of hypotheses: Impact of intervening variable (consumers perceived 
product quality) on dependent variable (overall level of consumers’ satisfaction) 
 
 H3.1: There is a positive relationship between the intervening variable 
“consumers’ perceived product quality” and the dependent variable “overall 
level of consumers’ satisfaction”.  
 H3.1 is not rejected. Therefore the null hypothesis is rejected. 
 
7.4 CONCLUSIONS AND RECOMMENDATIONS 
 
Three sets of conclusions and recommendations follow from this research, 
namely: conclusions emanating from secondary literature sources on product 
quality and consumers’ satisfaction; conclusions linked to the interpretation of 
the empirical findings; and finally, recommendations on relevant FMCG retail 
marketing strategies. 
 
7.4.1 Conclusions emanating from secondary literature sources on product 
quality and consumers’ satisfaction  
 
Relevant conclusions can be made with reference to secondary sources used 
to generate statements for the research instrument and to design the 
hypothetical and empirical models. 
 
The analysis of secondary sources revealed the pertinent variables of the 
research, as well as the postulated relationships between the variables. All in all, 
seven independent variables were identified relating to consumers’ perceived 
product quality and the overall levels of consumers’ satisfaction. Five of the 
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independent variables were hypothesised to impact on consumers’ perceived 
product quality which was presented as the intervening variable. 
 
In marketing literature, product and service quality were identified as the degree 
of product or service excellence rendered, as judged by the consumer. 
Consumer satisfaction is often presented as a psychological concept where it is 
a response (emotional or cognitive) pertaining to a particular focus 
(expectations, product, consumption experience, etc.) and therefore occurs at a 
particular time (after consumption, after choice, and based on accumulated 
experience). 
 
A number of studies in the marketing literature have reported that the two 
constructs, product quality and satisfaction, are strongly related to each other. 
For the research in question, consumers’ satisfaction is seen more as a 
psychological state, which reveals an overall feeling of consumers’ purchase 
and consumption experience with FMCG. Consumers’ perceived product 
quality is also postulated as an antecedent to consumers’ overall levels of 
satisfaction. 
 
7.4.2 Strategic implications of the empirical findings for FMCG retailers 
 
The hypothetical model (Figure 1.7 of Chapter One) which resulted from the 
analyses of product quality and consumer satisfaction literature was subjected 
to empirical testing. The findings required that the hypothetical model had to be 
reconstructed, because the items did not demonstrate sufficient assembly as 
revealed by the confirmatory factor analysis.  
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The empirical model (Figure 6.6 of Chapter Six) reflects that H1.3 (there is a 
positive relationship between the independent variable “South African culture” 
and the intervening variable “consumers’ perceived product quality”) and H1.4 
(there is a positive relationship between the independent variable, explicit and 
implicit “service promises” and the intervening variable “consumers’ perceived 
product quality”) was rejected. Based on the responses of 293 customers, who 
were identified to be purchasing FMCG at Pick ‘n Pay Hypermarket, no 
significant statistical relationships could be found between these stated 
independent variables and ‘consumers’ perceived product quality’ (dependent 
variable). This finding signals that the statements pertaining to ‘South African 
culture’ and ‘service promises’ were irrelevant to ‘consumers’ perceived product 
quality’. South African retailers and / or sellers of FMCG should take note of this 
finding.  
 
Important strategic implications of the empirical findings were presented in 
Section 6.4.4 of Chapter Six which revealed appropriate statistical differences 
between the expectations and perceptions (actual experiences) of consumers’ 
perceived product quality.The calculation of Cohen’s d assisted in the 
interpretation of effect size which was instrumental to determine whether a 
statistically significant difference is a difference of practical concern. In addition 
to Cohen’s d, the statistics of Tables 6.8 and 6.9, particularly panels C and D, 
revealed that the actual experiences of consumers shopping for FMCG at Pick 
‘n Pay Hypermarket were somewhat different to their expectations. An 
inspection of Table 6.8, panels C and D, reveal that respondents were of the 
opinion that:  
 
 The product quality of FMCG retailers does not completely meet expectations 
in terms of the speed of checkout at Pick ‘n Pay (statement 34, level of 
satisfaction: 69.73%); 
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 The product quality of FMCG retailers does not completely meet customers’ 
expectations in terms of Pick ‘n Pay Hypermarket offering efficient till operators 
(statement 48, level of satisfaction: 74.07%); 
 
Other areas of concern are linked to the following statements which require the 
attention of FMCG retailers in South Africa: 
 
 Statement 4: The service quality level at Pick ‘n Pay is at the level that I 
required (level of satisfaction: 79.53%); 
 Statement 44: Products at Pick ‘n Pay are always readily available on the 
shelves (level of satisfaction: 80.33%); 
 Statement 37: It is easy to navigate through Pick ‘n Pay (level of satisfaction: 
83.88%); 
 Statement 40: My shopping experience at Pick ‘n Pay ended in positive feelings 
(level of satisfaction: 85.10%); 
 Statement 6: The product offerings at Pick ‘n Pay meets my needs: 85.77%); 
 Statement 26: The merchandise found at Pick ‘n Pay are consistently of a high 
quality (level of satisfaction: 85.90%); 
 Statement 29: My last shopping experience at Pick ‘n Pay contributed to the 
enjoyment of my most recent shopping experience (level of satisfaction: 
86.00%); 
 Statement 13: I received accurate promises from Pick ‘n Pay pertaining to 
service quality delivery (level of satisfaction: 86.23%); 
 Statement 27: My needs were fulfilled when shopping at Pick ‘n Pay (level of 
satisfaction: 86.33%); 
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An inspection of Table 6.9, panels C and D revealed that respondents were of 
the opinion that:  
 
 The product quality of FMCG retailers failed to retain as high a standard as 
experienced by customers on past shopping encounters (independent variable 
2, level of satisfaction: 87.30%); 
 The product quality of FMCG retailers does not completely meet expectations 
in terms of both explicit and implicit service promises (independent variable 4, 
level of satisfaction: 87.50%);  
 
The above mentioned areas of concern may also be regarded as perceived 
weaknesses of product quality which require the attention of South African 
FMCG retailers to rectify. Besides the negative perceptions highlighted, 
numerous positive dimensions of the product quality of FMCG retailers need to 
be emphasised, for example: 
 
 Statement 36: I am satisfied with the quality of products provided by Pick ‘n Pay 
(level of satisfaction: 109.67%); 
 Statement 31: As a customer, I was aware of the range of services Pick ‘n Pay 
offers (level of satisfaction: 109.00%); 
 Statement 33: The packaging of merchandise is of a high quality and is easily 
recognizable (level of satisfaction: 108.77%); 
 Statement 24: Pick ‘n Pay offers a wide selection of different brands (level of 
satisfaction: 107.97%); 
 Statement 22: The equipment of Pick ‘n Pay adequately addresses the type 
and level of the promised services (level of satisfaction: 107.63%); 
 Statement 43: The communications material provided by Pick ‘n Pay conveys 
the correct information (level of satisfaction: 107.27%); 
 Statement 30: Pick ‘n Pay did not discriminate against me in any way (e.g. 
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mode of dress, ethnicity, etc) (level of satisfaction: 102.83%); 
 Statement 23: Pick ‘n Pay makes use of relevant media channels to promote or 
advertise their products and services (level of satisfaction: 101.83%); 
 Statement 45: The hours of operation at Pick ‘n Pay suit me well (level of 
satisfaction: 101.27%); 
 Statement 39: Word of mouth information contributed towards my feelings of 
Pick ‘n Pay’s products and services (level of satisfaction: 99.90%); 
 Statement 12: My religious beliefs were respected while shopping at Pick ‘n Pay 
(level of satisfaction: 98.87%); 
 Statement 11: My shopping experience at Pick ‘n Pay influenced my perception 
(level of satisfaction: 98.07%); 
 Statement 19: Word of mouth communication reveals potential problems in the 
products and services of Pick ‘n Pay (level of satisfaction: 95.67%); 
 Statement 21: Pick ‘n Pay is knowledgeable concerning various South African 
ethnical traditions and cultures (level of satisfaction: 95.57%); 
 Statement 8: I experience positive feelings when purchasing quality products at 
Pick ‘n Pay (level of satisfaction: 95.23%); 
 Statement 25: Pick ‘n Pay is easily accessible to me (level of satisfaction: 
95.10%). 
 
An inspection of Table 6.10, panels C and D revealed that respondents were of 
the opinion that:  
 
 Consumers shopping for FMCG accept and are satisfied with word of mouth 
communication (independent variable 1, level of satisfaction: 96.87%); 
 The product quality of FMCG retailers meets consumers’ levels of expectations 
in terms of the media channel used for communication (independent variable 5, 
level of satisfaction: 95.00%); 
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The positive dimensions may also be viewed as strengths associated with the 
product quality of FMCG retailers in South Africa. 
 
It is also useful to report on panel A (expectations) of Table 6.9 for the highest 
mean scores: 
 
 Statement 26: The merchandise found at Pick ‘n Pay are consistently of a high 
quality (mean score of 6.119, relative percentage rating = 87.41%); 
 Statement 32: Pick ‘n Pay creates a good image via media communication 
(mean score of 6.068, relative percentage rating = 86.69%);  
 Statement 47: Based on my levels of satisfaction, I will revisit Pick ‘n Pay 
Hypermarket (mean score of 6.058, relative percentage rating = 86.54%); 
 Statement 30: My needs were fulfilled when shopping at Pick ‘n Pay (mean 
score of 6.034, relative percentage rating = 86.20%); 
 Statement 25: Pick ‘n Pay is easily accessible to me (mean score of 6.031, 
relative percentage rating = 86.16%); 
 Statement 37: It is easy to navigate through Pick ‘n Pay (mean score of 5.976, 
relative percentage rating = 85.37%). 
 
An inspection on panel A (expectations) of Table 6.10 for the highest mean 
scores revealed the following:  
 
 Independent variable 6: Product offerings (mean score of 5.840, relative 
percentage rating = 83.43%);  
 Independent variable 5: Media channel (mean score of 5.804, relative 
percentage rating = 82.91%); 
 Independent variable 7: Convenience factors (mean score of 5.679, relative 
percentage rating = 81.13%); 
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 Independent variable 8: Consumers’ perceived product quality (mean score of 
5.497, relative percentage rating = 78.53%); 
 Independent variable 3: South African culture (mean score of 5.485, relative 
percentage rating = 78.36%). 
 
The empirical model does not imply that product quality and satisfaction 
theories are distorted, but, at the minimum, the research must be replicated. 
Should the same findings emerge, the relevance of the product quality and 
consumers’ satisfaction theories pertaining to FMCG and the retail market can 
be verified. In summary, the following FMCG retail marketing issues need to be 
emphasised:  
 
 South African FMCG retailers need to pay more attention to promote word of 
mouth communication.  
 In terms of the marketing orientation of FMCG in a South African context, the 
starting point should be to meet consumers’ needs.  
 Appropriate media channel selection should be fully assessed when marketing 
FMCG to South African consumers.   
 External communication, which refers to the effective promotional message 
delivery from the FMCG retailers to the consumers, should be improved. 
Further, promises, either of explicit or implicit nature, should be kept to ensure 
higher levels of service delivery.  
 FMCG retailers need to focus on the entire shopping experience of consumers 
in order to sustain the high standards as experienced by customers on past 
shopping encounters. 
 The product quality of FMCG retailers does not completely meet expectations 
in terms of (independent variable 4, level of satisfaction: 87.50%);  
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 The assessment of both explicit and implicit service promises is made during 
the actual shopping encounters. Given this reality, the South African FMCG 
retailers should demonstrate the following five dimensions of service quality to 
consumers during their shopping experiences:  
 Tangibility. Tangibles have a bearing on physical facilities, equipment, and 
appearance of South African retail staff.  
 Reliability. Retailers of FMCG should demonstrate their ability to perform to 
the promised services dependably and accurately. 
 Responsiveness. Retail firms should be capable of assisting consumers in 
meeting their needs and preferences.  
 Assurance. Assurance is essential in the following areas: consumers’ safety, 
displaying courtesy in general and providing front-line services such as 
in-store experts and front-desk services. 
 Empathy. Retail firms have to display empathy towards consumers, by 
caring and giving individualized attention to them.  
 The overall level of consumers’ satisfaction requires that the ratio of their 
outcomes to inputs is, in some sense, fair.  
 
In concluding this section, it is recommended that South African FMCG / retail 
marketing strategists perform a comprehensive SWOT (Strengths, 
Weaknesses, Opportunities and Threats) analysis to manage the product 
quality of FMCG strategically. From this analysis, action plans can be devised 
and strategies implemented to enhance the strong dimensions of the South 
African FMCG retailers, to counteract weak dimensions, to exploit opportunities 
that avail themselves, and to take proactive steps to manage threats. Threats 
can also be turned into opportunities by developing and implementing suitable 
strategies. 
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7.4.3 Recommendations on FMCG retail marketing strategies 
 
From the strategic management and marketing strategies literature, numerous 
normative guidelines on FMCG and retail marketing can be provided. The 
following normative guidelines are relevant for this research:  
 
 To build customer-led firms which adhere to the principles of true marketing 
orientation where the focus is on consumers and their needs and wants. To 
achieve this, a high level of understanding on consumers’ specific needs and 
wants when shopping for FMCG is of utmost importance for South African 
retailers. The effective market positioning of South African retailers can result in 
leveraged benefits to themselves.  
 The South African FMCG market is made up of different market segments that 
are of great importance for retailers of FMCG to understand. Findings of the 
biographic data analyses are significant to the positioning strategies and market 
segmentation of South African FMCG retailers. Outstanding findings linked to 
the above, inter alia include:  
 a trend to incorporate both male and female presence as shoppers for FMCG, 
thus both markets should be tapped;  
 each of the respective segments pertaining to ethnicity which have unique 
characteristics in terms of culture, religion, and so on, and are thus of high 
importance for targeting by marketing communication specialists. 
 A total combined tally of 76.45 percent of the respondents are earning between 
R1500 and R29999 per month per household. This points towards a large 
portion of disposable income that retailers can benefit from, in terms of profit 
margins, as well as customer retention and market share gains. 
 South African retailers are currently operating in a highly educated and well 
versed South African consumer market, which implies a market segment that 
requires relevant marketing strategies; and  
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 in terms of age, as much as 63.14 percent of the respondents fall between the 
ages of 25 and 54. This is an important market segment that should be focused 
on by South African FMCG retailers. A level of wealth may be linked to this 
segment which should be targeted by South African retailers of FMCG.  
 The decision on a proper positioning strategy entails the choice of the target 
market segments, which will determine where and how the FMCG firm 
competes and the choice of differential advantages. The positioning strategy 
can be achieved by the following actions:  
 introduce a new ‘house’ brand (such as Pick ‘n Pays’ no-name brand) or 
change the existing brand(for example, an emphasis on eco-friendly Pick ‘n 
Pay name brand products); and 
 change beliefs (paradigms) about the brand by providing credible 
communication and superior ‘in-house’ services to customers, for example Pick 
‘n Pay Hypermarket trolley escorts. 
 The retail market in South Africa seems to be in the maturity phase. It may be 
fast approaching a decline phase with the recent collapse of world economies. 
In order to counter a slowdown in sales growth, the following relevant strategies 
can be developed such as: 
 to re-position product offerings that satisfy consumers’ ever-changing needs 
and habits;  
 to use marketing expertise to re-evaluate the needs and wants of various 
consumer segments;  
 to develop new FMCG products, or product lines (an example is the 
introduction of vegetable chips by Woolworths); and 
 to gain competitive advantages for long-term development of new consumer 
market segments as previously indicated.  
 An important component of retail marketing strategies relates to the marketing 
mix. The marketing mix comprises a set of marketing decisions that 
management make to implement the positioning strategy of the firm and to 
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achieve its objectives. For the research in question, the following marketing mix 
strategies can be developed: 
 Product: Retailers of FMCG should consider both intangible and tangible 
features of their products.  
 Price: The prices of FMCG are all relatively similar amongst the major retailers 
in South Africa. Therefore, consumers generally will search for lower prices 
when considering the purchase of most FMCG. Hence, for particularly ISIC 
5220 category (see Section 3.3.2 of Chapter Three), it is vital that retailers 
adopt a low-cost provider strategy which will be particularly effective when 
buyers incur low cost in switching from one seller to another; or alternatively a 
best-cost provider strategy, where buyer diversity makes product differentiation 
the norm and where many buyers are also sensitive to price and value such as 
in the ISIC 5231 category. In the marketing mix of FMCG, the minimal effect of 
price needs to be counterbalanced by other positive attributes.   
 Promotion: FMCG can be promoted in numerous different ways, for example 
via radio broadcasts, TV campaigns, billboards, etc. It is difficult to promote 
intangible offerings, such as the services offered by Pick ‘n Pay Hypermarket. 
However, with the employment of different media, focused on the FMCG 
market segments, the intangible dimensions can be better understood and 
evaluated. South African retailers need to manage the promotional mix and 
utilise one of these tools or a combination thereof to give effect to the firms’ 
objectives.  
 Place: In South Africa, sellers of FMCG (e.g. Pick ‘n Pay) boast their own 
venues (such as the Hypermarket in William Moffett Retail Park in Port 
Elizabeth) where the consumers are able to efficiently accomplish all their 
shopping needs, seemingly under one roof. The accessibility and security of the 
facilities needs to be enhanced to ensure the convenience of the product and 
service delivery to the consumers.  
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 People: When shopping at retail outlets, consumers meet a broad spectrum of 
the retailers’ employees. Each interaction between consumers and employees 
can be seen as a ‘moment of truth’ when judging the quality of a firm, whether it 
be through its service delivery or product quality. The selection, training, and 
motivation of the firms’ employees are of decisive importance and can 
contribute to a significant extent in consumers’ levels of satisfaction. South 
African FMCG retail firms should exhibit competence, a caring attitude, 
responsiveness, initiatives, problem-solving abilities, as well as goodwill.  
 Physical evidence: South African retailers should pay attention to the 
environments in which the actual FMCG are consumed, as well as where the 
firms’ services are rendered, and where the employees and shoppers interact. 
It is also important for the actual store to demonstrate some or other tangible 
components, such as modern equipment, signposting at entrance routes, neat 
and professional appearance of the employees, and visually appealing 
materials associated with the brochures, plasma screens, and information 
bulletins. 
 Processes: South African FMCG firms should pay attention to the actual 
procedures, and all the logistics involved, to ensure a continuously updated 
stock of fresh produce, merchandise, promotions, activities, and the manner in 
which consumers interact with front-line employees such as the till operators.    
 
7.5 CONTRIBUTIONS OF THE RESEARCH  
 
The contributions of the research as linked to the body of FMCG knowledge, of 
product quality and consumers’ satisfaction can be stated as follows:   
 
 The use of the consumer behaviour model, the consumer decision making 
process, the SERVQUAL model, the consumer satisfaction model, and the 
relationship between product quality and consumers’ satisfaction further lead to 
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assembly of the hypothetical model (Figure 1.7) and its linkage to structural 
equation modelling (SEM). Cogent reasons were forwarded motivating product 
quality as an antecedent of consumers’ satisfaction.  
 The introduction and use of SEM is seen as a contribution. In the purpose of the 
research it was stated that SEM will be used to validate the measuring 
instrument by means of confirmatory factor analysis (CFA). It was also stated 
that the actual fitting of the structural model through path analysis with latent 
variables was not part of the purpose of the research.  
 The proposed research design and methodology is seen as innovative. Care 
was taken to ensure that the validity, reliability and generalisability of the 
research was not jeopardised.  
 A thorough, rigorous and well organised process of data sourcing was executed. 
It was done systematically using appropriate data collection procedures.  
 Validating the research instrument by using CFA is seen as another contribution. 
Literature on SEM, CFA and related issues were interpreted. The use of the 
‘actual experience’ scales was motivated.  
 The use of Cohen’s d as a measure of effect size in conjunction with matched 
pair t-tests is a strong contribution. It is inadequate to state that differences exist 
between expectations and actual experiences of consumers: it is more 
important to know if these differences really are of a practical concern.  
 The comprehensive findings as reflected in the empirical model represent the 
major outcome of this research.  
 
7.6 LIMITATIONS OF THE RESEARCH AND RECOMMENDATIONS FOR 
FUTURE RESEARCH  
 
Although the necessary precautions were taken to ensure the meeting of the 
criteria for a good research project, like reliability, validity and generalisability, it 
is, with the benefit of hindsight, possible to identify some limitations of this 
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research. Because the domain for further research on product quality and 
satisfaction is virtually unlimited, it is important that the opportunities and 
limitations be considered in any future research. For the research in question, 
the following issues may be seen as limitations and thus opportunities for 
further research.  
 
 Different authors on product quality and satisfaction offer different 
interpretations of the variables that impact on product quality and customer 
satisfaction. Product quality and customer satisfaction are two important topics 
in marketing literature. There are differing views on the relationships between 
product quality and consumers’ satisfaction. In this research, product quality 
was positioned as an antecedent to satisfaction.  
 Further to the above, other related variables such as reputation, customer 
loyalty, and perceived values can be incorporated into the hypothetical model.  
 The evaluation of the ‘expectation-perception’ scale value may lead to distorted 
responses. Perceptions on ‘expectations’ and ‘experiences’ were canvassed 
after consumers were exposed to FMCG encounters. This may lead to some 
respondents to perceive their recent shopping experiences to reign supreme. In 
future research, the research design should measure ‘expectations’ before the 
actual service encounters (ex ante) and perceptions of these services 
afterwards (ex post).   
 For the purpose of this research, a hypothetical model was constructed and 
tested empirically using quantitative methodologies. In order to provide “rich” 
data in a more natural location, thereby enhancing the validity of the findings, 
future researchers can test a hypothetical model using quantitative data, and 
thus the phenomenological research paradigm where qualitative data are 
sourced and analysed. Methodological triangulation is another option that could 
be explored in the future research.  
 
- 221 - 
 The biographical data sourced from respondents, provided general information 
pertaining to the respondents. Further research can incorporate a cross 
analysis of the biographic data with the responses. The question can be raised, 
for example, if there are any differences between responses as cross analysed 
for age and income level. The market segments as identified by the 
biographical data can also be further demarcated.  
 
7.7 LEARNING EXPERIENCES AND REFLECTION 
 
The contribution of this study, the limitations of the research and 
recommendations for further research as listed above are in many respects 
symbiotic and should be assessed simultaneously.  
 
The research exposed the researcher to a wide range of new and previously 
unknown learning experiences and fascination in various challenges, which 
required high levels of resilience and dedication. These learning experiences 
can also be seen as distinct contributions and are summarised under the same 
headings as the chapter titles. 
 
 Introduction and problem definition (Chapter One) 
 
The importance of researching product quality and consumers’ satisfaction in 
the FMCG market was identified and justified. It was a challenge for the 
researcher to identify the research problem, especially as a couple of prior 
research options fell through due to unanticipated circumstances. The second 
outstanding learning experience and challenge was to construct the 
hypothetical model on product quality and satisfaction.  
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Thirdly, linking the hypothetical model to structural equation modelling (SEM) 
with the purpose to validate the variables by confirmatory factor analysis (CFA) 
presented a changing learning experience, keeping in mind all the risks of faulty 
interpretations of the relevant secondary sources.  
 
 Research design and methodology (Chapter Two) 
 
The researcher initially realised that the research design and methodology of 
this dissertation must demonstrate thoroughness and rigour at all stages of the 
research process. For this reason, a separate chapter was devoted to research 
design and methodology. It was important for the researcher to motivate that 
the adopted research paradigm and data collection strategies will address the 
purpose of the research and give effect to all the stated research objectives. 
This required a thorough discussion of the research paradigms, with a 
justification of the choices made. The research design framework (Figure 2.1 of 
Chapter Two) enabled the researcher to bring together all the considerations 
and criteria of a sound research project. This by itself was a new learning 
experience.  
 
 Review of secondary sources (Chapters Three and Four) 
 
The review of the secondary sources enabled the researcher to gain a better 
understanding in respect of products, product quality, consumers’ satisfaction, 
FMCG, the South African retail industry, and related business management 
concepts. The relevance of the secondary sources was demonstrated by the 
compilation of the research instrument and the linkage to structural equation 
modelling (SEM). In this process, evidence of relevance and comprehension of 
the secondary sources were demonstrated by the researcher. 
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 Primary data sourcing (Chapter Five) 
 
Congruent with the research design and methodology as proposed in Chapter 
Two, the strategies for primary data sourcing were identified and described. To 
ensure that the empirical results would be valid, reliable, and generalisable the 
researcher realized that it was important to take decisions on the measuring 
scales. Therefore, an elaboration on the measurement scales was provided, 
with a motivation why a Likert seven-point interval scale was chosen. The target 
population, sampling frames, and actual sample were identified as the first 
phase in primary data sourcing. 
 
 Data analysis and empirical findings (Chapter Six) 
 
By adopting the positivistic research paradigm, the researcher came to the 
early conclusion that an understanding of inferential statistics is an important 
prerequisite for the successful completion of the study. It was necessary to 
describe, and execute the phases of data analysis and the statistical 
procedures used, as indicated in the literature. A logical presentation of 
empirical findings, based on the data analysis was required. Contrary findings 
were presented, which culminated in the empirical model, which is a 
reconstruction of the hypothetical model on product quality and consumers’ 
satisfaction.  
 
 Summary, conclusions and recommendations (Chapter Seven) 
 
In terms of the requirements for writing up the research, the researcher realised 
that the summary, conclusions and recommendations had to follow logically 
from the empirical findings. Three sets of conclusions and recommendations 
had to be presented, namely: secondary sources on product quality and 
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consumer satisfaction literature; interpretation of empirical findings and 
recommendations; and finally, recommendations on FMCG retail marketing 
strategies. Contributions of the study, limitations of the research and 
recommendations for future research had to be specified.  
 
 
 
 
 
 
 
 
________ II ________ 
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ANNEXURE A 
 
THE RESEARCH INSTRUMENT 
  
 
 
  
 
 
Summerstrand South Campus 
DEPARTMENT OF BUSINESS MANAGEMENT 
Tel. +27 (0)41 5042875   Fax. +27 (0)41 5832644 
July 2008 
 
Dear Sir/Madam, 
 
As a customer visiting Pick ‘n Pay, your views on Fast-Moving-Consumer-Goods (FMCG) are of 
utmost importance for the future development of retail marketing strategies within the FMCG industry 
in South Africa. FMCG refer to consumer products that have a fast turnover and a relatively low price, 
for example food, cosmetics, toiletries, and pharmaceuticals. Will you kindly share your opinions and 
perceptions on the product quality and satisfaction levels which you encountered during your shopping 
experience?  
 
PURPOSE OF THE SURVEY 
 
The Unit for Applied Management Sciences is a research unit functioning under the auspices of the 
Department of Business Management at the Nelson Mandela Metropolitan University (NMMU). The 
Unit is currently (2008) conducting a research project dealing with product quality and consumer 
satisfaction within the South African FMCG/retail market.The purpose of the research is to gauge the 
perceptions of customers on their pre-purchase expectations of products and service delivery and 
actual experiences of the purchase encounter. Furthermore, the impact on satisfaction levels of you as 
a customer is also assessed. Your willingness to participate in this survey could enable the marketing 
strategists to identify which strategies must be considered to improve product quality, and ultimately to 
enhance your satisfaction as a shopper of FMCG. 
 
Please complete the attached questionnaire, which has been compiled to gauge your 
perceptions in this regard. All information will be used for research purposes only. The 
confidentiality of your opinions will be respected. You are not required to identify yourself in 
the questionnaire. 
 
The questionnaire should not take longer than 15 minutes to complete. There is no right or wrong 
answers, only your opinion is important! 
 
THE STRUCTURE OF THE QUESTIONNAIRE IS AS FOLLOWS: 
 
Section A of the questionnaire consists of a number of statements where you have to indicate under 
the first column your expectations of the product’s value and, under the second column, your actual 
experiences concerning the use of the product. 
 
Section B of the questionnaire canvasses basic biographic data. 
 
THANK YOU FOR GIVING YOUR TIME TO COMPLETE THIS QUESTIONNAIRE. 
 
 
RESEARCHER:  
 
Edward James Hallam (Master’s Candidate) _______________________ 
 
 
RESEARCH LEADERS: 
 
 
Prof. M Tait _______________________          Prof. JK Bosch _______________________ 
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SECTION A: YOUR PERCEPTIONS ON PRODUCT QUALITY AND SATISFACTION 
 
This section requires a rating (assessment) of your perceptions about the product quality provided 
by Pick ‘n Pay. Before actually buying the product(s), you may have had certain pre-purchase 
expectations in your mindset about the product. On the other hand, you may have had actual 
post-purchase experiences with the product. Collectively, the above (expectations and actual 
experiences) may influence your overall level of satisfaction which you encounter.  
 
Please read the statements carefully, and then indicate in the first column your pre-purchase 
expectations of the product(s) and services and, in the second column, your actual 
post-purchase experience of the product(s) and services while shopping at Pick ‘n Pay. Please 
indicate your response to the statements by indicating the relevant numbers in both 
‘pre-purchase expectations’ and ‘actual post-purchase experience’ columns.  
 
The interpretation of the numbers is as follows: 
1 = strongly disagree; 
2 = disagree; 
3 = somewhat disagree; 
4 = neutral or no opinion; 
5 = somewhat agree; 
6 = agree; 
7 = strongly agree. 
 
 
 
 
STATEMENTS ON  
PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Your pre-purchase 
expectations 
Your actual post-purchase  
experiences 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
1 
The opinions of my family or friends created 
positive perceptions of Pick ‘n Pay products and 
services 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
2 
My most recent shopping experience at Pick ‘n 
Pay was more enjoyable than my past shopping 
experiences. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
3 It was easy to communicate whilst shopping at Pick ‘n Pay. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
4 The service quality level at Pick ‘n Pay is at the level that I required. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
5 Pick ‘n Pay’s advertising material was easy to access.   1 2 3 4 5 6 7 1 2 3 4 5 6 7 
6 The product offerings at Pick ‘n Pay meets my needs. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
7 There are always adequate parking facilities available at Pick ‘n Pay. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
8 I experience positive feelings when purchasing 
quality products at Pick ‘n Pay.  
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
9 Shopping at Pick ‘n Pay Hypermarket has been a 
pleasant experience for me. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
10 Word of mouth communication is useful to 
evaluate Pick ‘n Pay’s products 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
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STATEMENTS ON  
PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Expectations 
of consumers 
Actual experiences 
of consumers 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
11 My shopping experience at Pick ‘n Pay influenced my perception. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
12 My religious beliefs were respected while shopping at Pick ‘n Pay 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
13 I received accurate promises from Pick ‘n Pay pertaining to service quality delivery. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
14 I was exposed to a high variety of products whilst shopping at Pick ‘n Pay. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
15 The merchandise found at Pick ‘n Pay is of a 
high quality. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
16 I am able to quickly identify and select the 
desired products. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
17 I shop at Pick ‘n Pay because of its’ credible 
market reputation. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
18 My decision to shop at Pick ‘n Pay Hypermarket 
was wise. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
19 
Word of mouth communication reveals 
potential problems in the products and services 
of Pick ‘n Pay 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
20 My shopping experiences contributed to 
problem-solving when visiting Pick ‘n Pay. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
21 
Pick ‘n Pay is knowledgeable concerning 
various South African ethnical traditions and 
cultures 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
22 
The equipment of Pick ‘n Pay adequately 
addresses the type and level of the promised 
services. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
23 
Pick ‘n Pay makes use of relevant media 
channels to promote or advertise their products 
and services.   
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
24 Pick ‘n Pay offers a wide selection of different brands. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
25 Pick ‘n Pay is easily accessible to me 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
26 The merchandise found at Pick ‘n Pay are consistently of a high quality. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
27 My needs were fulfilled when shopping at Pick 
‘n Pay. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
28 
Word of mouth communication has created 
certain perceptions regarding South African 
retailers (e.g. Pick ‘n Pay) 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
29 
My last shopping experience at Pick ‘n Pay 
contributed to the enjoyment of my most recent 
shopping experience. 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
30 Pick ‘n Pay did not discriminate against me in any way (e.g. mode of dress, ethnicity, etc) 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
31 As a customer, I was aware of the range of services Pick ‘n Pay offers. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
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STATEMENTS ON  
PRODUCT QUALITY AND 
CONSUMERS’ SATISFACTION 
Expectations 
of consumers 
Actual experiences 
of consumers 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
Strongly disagree 
D
isagree 
S
om
ew
hat disagree 
N
eutral or no opinion 
S
om
ew
hat agree 
A
gree 
Strongly agree 
32 Pick ‘n Pay createsgood images via media communication. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
33 The packaging of merchandise is of a high quality and is easily recognizable. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
34 The speed of checkout at Pick ‘n Pay is satisfactory. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
35 The brand name of Pick ‘n Pay is strong 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
36 I am satisfied with the quality of products provided byPick ‘n Pay. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
37 It is easy to navigate through Pick ‘n Pay. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
38 All merchandise offered at Pick ‘n Pay meet the SABS quality requirements. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
39 
Word of mouth information contributed towards 
my feelings of Pick ‘n Pay’s products and 
services 
1 2 3 4 5 6 7 1 2 3 4 5 6 7 
40 My shopping experience at Pick ‘n Pay ended in positive feelings. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
41 Pick ‘n Pay understands the attitudes, likes and dislikes of consumers. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
42 The price of Pick ‘n Pay’s products reflects the quality of service. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
43 The communications material provided by Pick ‘n Pay conveys the correct information.    1 2 3 4 5 6 7 1 2 3 4 5 6 7 
44 Products at Pick ‘n Pay are always readily available on the shelves. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
45 The hours of operation at Pick ‘n Pay suit me well. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
46 Shopping at Pick ‘n Pay resulted in good product quality experiences by me. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
47 Based on my levels of satisfaction, I will revisit Pick ‘n Pay Hypermarket. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
48 Pick ‘n Pay offers efficient till operators. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
49 The layout and design of Pick ‘n Pay is user-friendly. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
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SECTION B: BIOGRAPHIC INFORMATION 
 
The following questions are related to biographic information. Please indicate your response by 
making a check (√) in the appropriate block. 
 
1. Please indicate your gender: 
Male  □ 
Female □ 
 
2. Please indicate your ethnicity: 
White  □ 
Black □ 
Coloured  □ 
Asian 
Other______________________________ 
□ 
□ 
 
3. Please indicate your net total household monthly income level: 
Less than 1’500 
1’500 – 4’999 
□ 
□ 
5’000-9’999 □ 
10’000-14’999 □ 
15’000-29’999 □ 
30’000-59’999 □ 
60’000plus □ 
 
4. What is your current level of education 
High school 
Diploma 
□ 
□ 
Bachelor □ 
Master □ 
Doctor □ 
Other ______________________________ □ 
 
5. What is your current age in years? 
Less than 25 
25 - 39 
□ 
□ 
40 - 54 □ 
55 - 64 □ 
65plus □ 
 
 
